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Meeting Date: June 18,2013

General Plan Element: Economic Development

General Plan Goal: Sustain Scottsdale as a tourist destination
ACTION

Scottsdale CVB Destination Marketing Plan
Adopt Resolution No. 9442 authorizing the 2013/14 Marketing Guide, Performance

Standards and Contract Budget under Destination Marketing Services Agreement No. 2012-
053-COS with Scottsdale Convention and Visitors Bureau

BACKGROUND

The objective of the City’s Tourism Development Program is to enhance the economic well-being
and quality of life of the community and its residents by strengthening the local tourism industry
through a comprehensive tourism program of destination marketing, research, support of qualified
major events, and the development of destination attractions.

The Tourism Development Program activities are funded from the city’s transaction privilege tax on
transient lodging, or “bed tax” revenue. The City's bed tax rate is a percentage of the hotel room
rate and is paid by guests staying in the City’s hotels and resorts. The City’s current bed tax rate is
5% and is allocated as follows: fifty (50) percent of the total bed tax revenue is used toward
destination marketing to promote tourism, and the remaining fifty (50) percent is allocated among
tourism research, administration, support for tourism-driven events, tourism-related capital
projects, and other eligible uses as determined by ordinance and state law.

The Tourism Development Program’s destination marketing component is currently provided
through a partnership between the City and the Scottsdale Convention and Visitors Bureau (SCVB).

The leadership of the SCVB is provided by the 23-member Board of Directors, all with national and
local tourism industry experience. Further, the SCVB has the qualified and experienced staff
necessary for the successful implementation of the City’s contract for destination marketing.

In 2012, a five-year destination marketing agreement was approved by city council {Attachment No.
2). The five-year Destination Marketing Services Agreement continues to ensure that City funds are
used for the program of work as presented in the Destination Marketing Guide. The agreement is
monitored on an ongoing basis by the City’s contract administrator through quarterly performance
measures, programming updates and financial reports. In addition to the quarterly reports, the
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terms of the SCVB'’s contract call for an annual audit and year-end financial and performance
reports.

On May 21, 2013, the Tourism Development Commission (TDC) approved a recommendation to the
Mayor and City Council to approve the FY13/14 “Destination Marketing Guide” {Attachment No. 3},
contract performance standards (Attachment No. 4), and budget {Attachment No. 5} as submitted
by the SCVB.

ANALYSIS & ASSESSMENT

Over the past few years, the Scottsdale tourism industry has encountered several challenges,
including recession-related downturns in hotel performances, and companies reducing or
eliminating corporate meetings in warm weather destinations. Although the Scottsdale tourism
industry began a slow recovery in 2011, Scottsdale tourism industry performance measurements for
2012 have noted slow and inconsistent growth and indications are that the Scottsdale destination is
recovering slower than other competitive destinations.

As reported by Smith Travel Research, occupancy in the Scottsdale market increased from 60% in
2011, to 62% in 2012. The City's Financial Services Department reported bed tax revenue through
March is up 2% over the same period last fiscal year.

The proposed FY13/14 Destination Marketing contract budget amount is $6,994,500 which
represents 50% of the estimated FY13/14 bed tax total of $13,989,000. An allocation of $276,346
will be prepared from non-destination marketing funds toward the 2013/14 Fiesta Bowl games.

Proposed SCVB FY13/14 Destination Marketing Guide

With an anticipated increase in the FY13/14 SCVB contract budget, the SCVB is planning to maintain
and enhance the programs which provide a consistent return on investment as well as implement
new marketing programs which will allow Scottsdale to remain a competitive destination.

The following are a few areas the SCVB will focus on this year to drive new visitation and meeting
groups to Scottsdale: 1) marketing and sales initiatives research, 2) messaging to high value leisure
and group meeting customers, 3) imaging of Scottsdale through TV commercials and video footage,
4) building relationships with meeting planners, travel agents, tour operators and media. Initiatives
outlined in the 2013/14 destination marketing guide correspond with the City's Tourism
Development and Marketing Strategic Plan efforts.

The attached FY13/14 Destination Marketing Guide describes the destination marketing plan and
tactics that will be used to implement next year's program of work. The plan and proposed budget
have also been reviewed and recommended by the TDC and the Scottsdale CVB Board of Directors.

The general direction and major activity areas to be undertaken by the SCVB are outlined below,
and are reflective of the SCVB’s primary mission as a sales and marketing organization. As detailed
in the FY13/14 Destination Marketing Guide, the following will be accomplished through a
multifaceted program of work:

Page 20of 5



City Council Report | Scottsdale CVB Destination Marketing Plan

Marketing & Advertising

Communication — Public and Media Relations
Convention Sales & Services

Tourism and Travel Industry Sales

Production and Distribution of Promotional Material
Visitor Services

Fiscal Year 2013/14 consists of the following program elements and budget allocations:

FY2013/2014
SCVB Destination Marketing Services Funding Budget

~ FY13/14 Budget FY12/13 Revised FY12/13 Budget
Contract Amount . $6,994,500 $6,528,958 $6,692,500
Carry-Over/True Up To be Determined $208,603 581,948
Fiesta Bowl $276,346 $265,717 $ 265,717
P.F. Chang R’n’ R N/A $90,000 $90,000
TOTAL $7,270,846 $7,093,278 $7,130,165

The Fiesta Bowl expenditure is per the terms of the 2007-2026 agreement approved by City Council
on August 28, 2006. The P.F. Chang Rock ‘n Roll Marathon contract with the SCVB expired following
the 2013 event. A proposal to continue funding the marathon event will be evaluated by the TDC
and presented to City Council for approval at a later date.

Community Involvement

In addition to its quarterly membership meetings, the SCVB also conducts periodic meetings with
representatives of the tourism community, specifically the SCVB task forces on resort spas, golf,
sales and marketing, and downtown art. Their direction is reflected in the FY13-14 Destination
Marketing Guide.

The Destination Marketing program, contract performance standards and budget, were also
discussed at the February 19, March 19, and May 21, 2013 TDC meetings. These were public
meetings with the opportunity for public comment.

RESOURCE IMPACTS

The City’s Financial Services Department is estimating FY2013/14 bed tax revenue of $13,989,000.
Fifty (50) percent of the total bed tax revenue derived from the bed tax will be used for destination
marketing to promote tourism, and the remaining fifty (50) percent will be allocated among tourism
research, support for tourism-driven events, tourism-related capital projects, and other eligible
uses. During the terms of the agreement, financial services will regularly include bed tax revenues
and expenditures in City Council financial updates and information.
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The proposed FY13/14 Destination Marketing contract amount of $6,994,500 is included in the
tourism development bed tax FY13/14 budget.

The SCVB anticipates their total FY13/14 operating budget to be approximately $11,376,771. The
FY12/13 City contract amount accounted for 62% of the FY12/13 budget and the FY13/14 contract
amount is estimated to be 61% of the FY13/14 budget, pending specific amounts from the Arizona
Office of Tourism, Ft. McDowell Yavapai Nation, and Salt River Pima Maricopa Indian Community.

The private sector contributed approximately 10 percent of the tota! FYy12/13 SCVB budget, and the
Town of Paradise Valley contributed approximately 8 percent.

Staffing, Workload Impact
No additional staffing or other resources are anticipated for the implementation of the Destination
Marketing Services Agreement.

Future Budget Implications

Per the terms of the five year agreement, future funding for multi-year SCVB commitments such as
the 20-year Fiesta Bowl agreement, as well as all other destination marketing activities, will require
City Council approval.

The City has also provided that after successful completion of the performance requirements in the
“2007-2026 Scottsdale Convention and Visitors Bureau and Fiesta Bowl Hospitality and Promotional
Agreement” (Attachment No. 6), and fulfillment of the lease agreement between the City and the
Fiesta Bowl, the City would transfer the deed to approximately 4,000 square feet of City-owned
space at the Scottsdale Waterfront development to the Fiesta Bowl organization. This space was
acquired by the City at no charge as a condition of the Waterfront Development Agreement and is
currently leased by the City to Fiesta Bowl for the Fiesta Bowl Museum. The estimated value of this
space at the time of the agreement was $2 million.

The Fiesta Bowl agreement also provides up to $15,000 of in-kind City of Scottsdale police escort
services annually.

OPTIONS & STAFF RECOMMENDATION

Adopt Resolution No. 9442 authorizing the 2013/14 Marketing Guide, Performance
Standards and Contract Budget under Destination Marketing Services Agreement No. 2012-
053-COS with Scottsdale Convention and Visitors Bureau

RESPONSIBLE DEPARTMENT(S)

Economic Development
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STAFF CONTACTS (S)

Steve Geiogamah, Tourism Development Coordinator, Economic Development Department,
sgeiogamah @scottsdaleaz.gov

APPROVED BY

O gt o/ )3

Cindi L‘."E,bsﬁla\rﬁ?,/ Economic Development Date

Assistant Director

480-312-2311, ceberhardt@scottsdaleaz.gov

Y < 7 P13

Paul T. Katsenes, Executive Director Date

Community & Economic Development

480-312-2890, Pkatsen scqitsdaleaz.gov

¢4 13

Date

Dan Worth, Actink City Manager

480-312-5555, Dworth@scottsdaleaz.gov

ATTACHMENTS

[ury

. Resolution No. 9442
Destination Marketing Service Contract No. 2012-053-COS

FY2013/2014 Destination Marketing Guide

& W N

FY2013/2014 Performance Standards

v

F¥2013/2014 Contract Budget
6. Fiesta Bowl Hospitality and Promotional Agreement

7. May 21, 2013 Tourism Development Commission Meeting Minutes
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Attachment No. 1

RESOLUTION NO. 9442

A RESOLUTION OF THE COUNCIL OF THE CITY OF SCOTTSDALE,
MARICOPA COUNTY, ARIZONA, APPROVING THE 2013/2014
MARKETING GUIDE, PERFORMANCE STANDARDS AND CONTRACT
BUDGET UNDER DESTINATION MARKETING SERVICES
AGREEMENT NO. 2012-053-COS WITH SCOTTSDALE CONVENTION
AND VISITORS BUREAU

(SCVB)

WHEREAS:

A. City and Scottsdale Convention and Visitors Bureau (“SCVB") are parties to that
- certain Destination Marketing Services Agreement (No. 2012-053-COS) dated June 19,2012
(the “Agreement”).

B. Pursuant to paragraphs 2.1.1.2, 2.1.2.2 and 4.1.1 of the Agreement, SCVB has
submitted a proposed marketing guide for Fiscal Year (FY) 2013/2014, proposed performance
standards for FY 2013/2014 and a proposed contract budget for FY 2013/2014.

NOW, THEREFORE, BE IT RESOLVED THAT:

1. The City Council hereby approves the proposed marketing guide, performance
standards and budget as presented and considered for use in Fiscal Year 2013/14.

PASSED AND ADOPTED by the Council of the City of Scottsdale this 18th day of June,

2013.
CITY OF SCOTTSDALE, an Arizona
municipal corporation
W. J. “Jim" Lane, Mayor

ATTEST:

By:

Carolyn Jagger, City Clerk

APPROVED AS TO FORM:
Bruce Washbum, City Attorne

By:

C. Shafer, lll Asgt. City Attomey

11068090v1
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Attachment No. 2

(2012-053-COS)
(Reso. No. B0BB)

DESTINATION MARKETING S8ERVICES AGREEMENT
THIS DESTINA%?E MARKETING SERVICES agreemant (the "Agreement’) Is made
and antered Into this _{ day of _ Jiyme, , 2012, by City of Scoltsdals, an Arizona
munictpal corporation {“City”) and Scotisdale Convantion and Visitors Buresu, Inc. an Arizona
noh-profit corporation ("SCVB").
RECITALS

A Cily and SCVB desire (o pursue certain objetives (the ‘Markellng Objectives”) to
enhance and promole Scotlsdale as a tourlsm destination, The Marketing Objectives are:

1. Generate Increased economic aclivity through the effective marketing of
City as a tourist and mestings destination, _

2. Increass natlonal and Infarnational exposure.
3 Altract lalsure business.

4, Respond to consumer Information requests.
6.

Incraase convention ‘and meeling bookings through assistance fo
hoteliers.

6. Increase group and Individual tour business through solicitation and
serviclng.

7. Support a climale within the City of Scoltsdale whereln towism may
flourish through the active participation and cooperation of government and piivate sectors.

B. City collects certain funds undear Scottsdala Revised Code, Appendix C, Sec. 447
{the “Bed Tax Funds®) to be used, pursuant to Financiat Palicy 21A, to halp promote cerlaln
evenls and othar marketing activilies that support the Marketing Objaclives.

C.  City and SCVE desire to enter Into this Agreemant regarding fifty percent (60%)
of the Bed Tex Funds (the "Markeling Funds®), subject to avallabllity, appropriation end the
other imitations, condilions and requiraments of this Agreement.

D. Clty ls wililng to provide the Markeling Funds if SCVB perdorms certaln aclivities
{lhe "Marketing Aclivities™) to promote the Markating Objeclives.

E. This Agreement end SCVB's performances hereundar will provide direct benafit
fo City and to the general public by the enhancement of the economic and tourism cliimate of
Clty and [ts environs.

0836351v1
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NOW, THEREFORE, In consideration of the foregolng end the mutual undertakings end
promises contained hereln, City and SCVB agree as follows:

L TERM OF AGREEMENT
1. Term of Agreament. The term of this Agreement shall be as follows:

1.1. Year. A ‘year” under this Agreement shafl begin el 12:01 a.m. on July 1 and shall
end al 11:50 p.m. on the following Juna 30,

1.2,  Qrnlnat Teqm Explration. The ofiginal temn of this Agreement shall begin et the
beginning of yaar 20122013 and shall terminate et the end of year 2016/2017, unless sooner
terminated as set forth in this Agreement

1.3. Temmination. City or SCVB may, without prejudice to any other right or remady,
terminate this Agreement for any cause or reason or without cause or reason on thirty (30) days
natice.

ll. MARKETING ACTIVITIES
2, Marketing Activities. SCVB shall conduc the Marketing Aclivitias as follows:

21 Reaulred Marketing Activitios. SCVB shall parform the following Marketing
Aciivitles:

211 Deslination Markeling Guide. SCVB shall each year prepare a
"destinalion markeling guilde® (the "Marketing Gulde®) as follows:

2.1.1.1nitial Marketing Gulde. City approves the proposed markeling
gulde attached hereto as Exhiblt “A” as the Marketing Gulde for year 2012/2013.

2.1.1.2 Markeling Guida Approval No tater than May 1 of sach year
during the lerm of this Agreement, (including the Iast year) SCVB shall deliver to City a
proposed marketing gtilde for the subsequent year. Il Cily's city councll approves the proposed
new marketing gulde prior to the end of such year, and if this Agreemant will ba in effect in the
subsequant year, then the proposed new marketing guida shall be tha Marketing Guide under
this Agreement during the subsequent year. Olherwise this Agreement ghall terminate at the
end of the yoar in which 6CVB delivers the proposed marketing gulde.

2.1.1.3 Marketfing Guide Royiew. Cily and SCVB shall conduct a saml-
annual review of the objectives, expenditwe estimates, eslimated effecls and other aspects of
the Marketing Gulde.

2.1.1.4 Markeling Gulde Changes. Changes to the Marketing Gulde shall
require City’s contract administrator's approval. The preceding sentence does not apply to
changes to individual media and sales aclivitles listed in the schedula attechad to the Marketing
Gulde that do not otherwise change the Markeling Guide, For example, SCVB may choose o
advarilse in a different magazine or change sales calls to a different city.

0635351v1
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2.1.2 Performance Standards. SCVB shall each year prepare a list of spedfic
psrformance criterla {the "Performance Standards”) for Markeling Activities as follows

2.1.2.1oltial_Performance Standards. Clty approves the proposed
performance standards attached hereto as Exhlblt "B" as the Performance Standards for year

201212013,

3B 06 ds An al. No later than May 1 of each
year during the term of this kgmamant (mcmdlng the last year) SCVB shall daliver to City
proposed parformance standards for the subsequent year. If Cily's dlly councll approves the
proposed new parformance standards prior to the end of such year, and if this Agresmant will
be in effact in the slibsequent year, then the proposed new performance standards shall be the
Parformance Standards under this Agreement during the subsequent year. Olherwise this
Agreement shall terminate et the end of the year In which SCVB dolivers the proposed
performance standards.

2.1.2.3Performance Slandards Review. City and SCVB shall conduct a
samb-annual review of the objeclives, expenditwe eslimates, eslimated effects end other
aspaots of the Performance Standards.

2.1.2.4 Performan CharlgestomeParforrrmce
Standards shall bo mutuaﬁy agreed upon by SGVB and Cliy'a contract edministrator,

21.3 Event Markeling. SCVB shall promote Scottsdale s e travel destinafion
using major tourist-ortanted festivals, compestiions and other evanls that edvance the Marketing
Objectivas (the "Events”) as pert of an overall marketing progrem {as hereinafter provided.

2.1.4 Proarem of Marketing Activities. SCVB shall use the Marketing Funds to
carry out the following program of Markeling Aclivities as esl oul in the Marketing Guide:

2.1.4.1 Marketing Target. SCVB ehall position Scotisdale as a tourist and
meetings destinatlon and shall direct steff and resources o those generally accapted target
market segments in all business categories.

2:1.4.2 Communicalions. SCVB chall cany ol markeling
communications by implamenting marketing stralegles thal position Scotisdale as a destination
end thal penerate llsure and business travel from Individual, meeting, end lelsure group
markets. Thoso slrategles are; advertising; event and consumar promotions; datsbase
relationship marketing; public relations; web site malntenance, enhancements, end
dovalopment; and on-ine marketing program and promotions.

2143 Toudsm indugtiy Sales. SCVB shall carry oul sales and
marketing aciivilles to tour operators, trave! egents, Incenlive buyers, and receptive operators
serving high-end lafsure groups, and Individual travelers in target markets Identified by SCVB In
order to promote visliation to Scollsdale.

. Moatk i : ales. SCVB ehall carry out programs
matremfowsrelaﬂmhbswllhesllngcﬂanls andlhalaeakoutewreeao new busliness
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from small to medium size corporale groups, Incenlive travel programs, and key Indusly
assoclation meetings.

2.1.4.6 Convention Services. 8CVB shall provide mesting management
services and other loglstical support to meetings and conventions In Scoltsdale.

2.1.4.6 Vishtor Sotvices. SCVB shall provide a full service visitor center
open at least elght (8) hours per day not less than five (5) days per weak to handle visilor
inquiries generated by consumer marketing programs and walk-in pergons.

2.1.6 Advice. SCVB shall advise Clty on how various activilies or plans may
aftect tourism marketing.

216 New Progrems. SCVB shall develop, Implement and manage such new
City-directed tourism markeling programs as City may edd to this Agreement from time to time.
City shall determine, wilh advice from SCVB, the primary funclion of the new program and the
anlicipated costs of program operation. New programs shall be subject lo City's city council's
approval and 6CVB's approval,

22 GCoordination. SCVB shall coordinale tourlsm marketing activitles with Clty
departments and programs to avold duplication of efforts end to enhance the breadih end scope
of tourism marketing programs within the community.

23  Conduot of Markeling Activilles. SCVB ehali conduct the Marketing Activiltes In
conformance with the Marksting Guide and the Parformance Slandards,

24  SCVYB Contracts with Olhors. i Clly's contrect edminisirator approves In
advance, SCVB may aleo enter into agreaments with other publio entities or organizations to
provide similar destination matketing of relalod services. approves the continuance of the
existing markellng relatlonships that SCVB cusrently has the Town of Sedona, the Forl
McDowell Yavapal Nation, the Salt River Pima Maricopa Indlan Community, and the Town of
Paradise Valley.

.  TOURISM RELATED EVENTS

- 3 Tourlsm Related Evenls. SCVB shall salicit and support Evente in compliance with the
following:

31 Event Contracts. If 6CVB supporte a spaciiic Event using any funds or other
resources provided by Cily, whether or not this Agreament mentions the spacific Event, then
SCVB shall enter inlo & contract (the “Event Conlract®) with the Event producer as follows:

3.1.1 The Event Contract shall requlre the Event producer (the "Producer”) to
sallsfy certeln requirementes by certaln dates (the "Event Producer Requirements’) as
delermined by the Producer and BCVB.

3.1.2 The Event Conlract shall require SCVB to satisfy certaln requirements
{the "Event SCVB Requiremanis®) as determined by the Producer and SCVD.

9835351v1
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3.1.3 The Event Confract ehall require SCVB to make best efforts to cause Clly
lo satisfy cartaln requirements (the *Even! City Requirements”) by certaln dates as determined
by the Producer and SCVB. Unless this Agreement specifically sets out Event Cily
Roquirements end Clty's city councll afso formelly epproves the Event City Requirements in
strict compliance with this Agreament, there shall be no Event Clty Requiretments and City shall
have no obligelions related to the Event.

3.1.4 The Event Producer Requirements, SCVB Requirements and Event City
Requirements {coliactively the "Event Ovarall Requirements®) hall be specified In detal! In the
Evant Contract.

316 8CVB shall Include In each Event Contract between SCVB and a
Producer the following stand-alone paragraph |in the body of the Event Contract):

Cily of Scoticdale. Notwithstanding anything in this Agreement to
the contrary, Cily of Scottsdale is not a party to or bound by this
Agreement, but SCVB snd Producar acknowledge and agree to
the City Support Provisions attached hereto as Exhlblt®___ *.

3.1.6 8CVB shall attach as an exhibit to each Event Contract batwean SCVB
and a Producer the City Support Proviglons specified on Exhibit “C" attached hereto.

3.1.7 The Event Conlrac! may contaln such edditiongl terms as SCVB and the
Event Producer may desire relating to the Event, all of which must not be inconsislent with this
Agreoment, and in any event shall not bind Clty.

32 GCommilled Evonls. Cﬂymdscvahavaagrwdlopmvldosuppoﬂforme
following Events (the "Commilted Events®):

3.2.1 City and SCVB shall suppott the Fiests Bow! as follows:

3.2.1.1 The Event Overall Requirements for the Flasta Bowl are sel out In
Exhibit “D" attached hereto. SCVB shall perform the Event SCVB Requirements. 8CVB shall
causs the Event Producer lo perform the Event Producer Requirements. City shall perferm the
Event City Requirements.

3.2.1.2 8CVB shall comply and cause Fiesla Bowl to comply with the
Event Contraci and other provistons of this Agreement relating to the Flesta Bowd.

32.1.3The Contract Budget ehready (ncludes the amount of any
Marketing Funds to ba provided by City in the Evemt City Requirements for tho Flesta Bowl.

3.2,2 Thora are no other Committed Events.

33 Addillonal Events. i BCVB or Clty desires that Clty contribute financially or
othervdse to SCVB's marketing or promotional support of any Event othar than a Committed
Event (an "Addillonal Event”), then tha following ehall apply.

£835351vi
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3.3.1 SCVD shall submlt to Cily a reques! (lhe “Addilional Event Requeatl”) for
{he Addillonat Event. The Addilional Event Request shall speclly the proposed Additional Event
Overall Requirements. Unless Clty’s contracl adminlstralor consents to a differant form that
provides the seme informalion, each Addilional Event Request shati be in the form alleched
hereto as Exhibit “E®.

332 At Clty's requast, SCVB shall make itsalf evallable to Clty to explore
proposed changes to an Additional Event Request that might make the Additional Event
Requast acceptable to City. If City's proposed changes would requlre SCVB to satisfy Event
SCVB requirements bayond those stated in the Additional Evant Requast submitted by SCVB,
SCVB may withdraw the Addltional Event Request. City and SCVB shall otherwlse mutually
agree {o reovaluate the proposat.

3.3.3 City shall have no obligation to entertaln or approve an Additional Evant
léequesl Only Cily's clly counclt by forral vole shall have authority to epprova an Additional
vent Request,

3.34 No Addillonal Event Request shall be effective as to City unless It Is
formally approved by City's city councdl. If City’s city councll epproves an Additlonal Event
Request, then the amount of Bed Tax Funds requested in the Additional Event Request shall bo

ed out of the City’s portion allocated to tourdsm davslopmen, added to the Marketing
unds, and pald to SCVB In conformity with the Additional Event Requesl. The Event 6CVB
Requirements and Event City Requiraments shall ba addod lo the Condract Budget. If Clty’s clty
councll epproves an Additional Even! Raquest thal varies from the Additional Event Request
submittad by SCVB than City shall be deemed to have rejected the Addilional Event Request
unless SCVB within thirty (30) days thereafier gives notice to City thal 6CVB accepls the
Additional Event Request as modified by Clty’s city coundll,

3.3.6 If Cily approves an Addilonal Event Request, any Event Contract that
SCVB enters Into for the Additional Event shall specify the Event Ovarall Requirements and
otherwise comply with the Event Contract provislons of this Agreement,

3.3.8 Clty and SCVB egree that SCVB shall provide markellng and promotional
suppor! to all approved Additional Events. Cily and SCVB shall mutually agree in advance of
presenting an Addltional Event 1o City's city councll whether SCVB will parlicipate further In an
Addilional Evenl.

This Agresmant does not in any way interfere wilh City’s ripht to
deal dlredly wilh any Everd produoer or othér person or enlity related to en Event. City Is free to
provide eupporl for any Event and to enter Into any contract with any Event producer, which
suppori and conlract shall be outslde the purview of this Agreement.

9835351v1
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v. CITY FUNDING
4.  Clly Funding. Clly's paymen! of the Marketing Funds shall ba subject to the following:

41  Goritracl Budgel. All Marketing Funds and olher Gily support and all Markeling
Activitios and othar SCVB expanditures and activities shall oomp!y with & budget (the *Contract
Budgel) as follows:

41.1 The lotal emount of Marketing Funds that City shall provide under (his
Agreement (the *Contract Aniount”) for each year shall be equal to fifty percent (50%) of the
Bed Tax Funds collocted during the year, such amount to be edjusted and pald In monthly
installments as eel oul below. City approves as the Contracl Budget for year 2012/2013 the
portions of the proposad budget aftached heroto as Exhibit *F that are shown In such exhibil
as totaling the Contract Amount. The Contract Amount end Contract Budget shell also Include
an additional amount of non-marketing Bed Tax Funds, which SCVB shall use to perform the
Event Overall Raquiraments for the Flasta Bowl.

4.1.1.1 No later than May 15th of each year during the term of this
Agreemml (inchiding the last year) SCVB shall deliver to Clty a propesed Contract Budget of
alt funds lo be recetved or expended by SCVB during the following year as fellows:

4.1.1.2 SCVB's proposed contract budgst shall lisl all funds that SCVB
proposes to recelve or expend under this Agreement. The total amount of Bed Tax Funds thal
SCVB proposes to receive during the foliowing year (the “Proposed Amount”) shall be clearly
listed by Uiself on a single separate line of the proposed coniract budgel. 6CVB's proposed
contract budget shall also list all fundsa that SCVB othenwise proposes to recelve or expend
during the year. The proposed SCVB conlract budget shall clearly Indicale which funds SCVB
anlicipates recolving from City under this Agreement and which funds SCVB anlicipates
recalving from other sources.

4.1.1.3 1 City’s city council approves the proposed contract budget prior
to the end of such year, and if this Agreement will be in effect In the subsequent year, then the
proposed contracl budget shall be the Contract Budget under this Agreement during the
subsequent year and the Proposed Amount In such budgot shall be the Contract Amount for the
following year. Otherwise this Agreement shall terminate at the end of the yoar In which SCVB
defivers the proposed budget.

4.1.1.4Cily and SCVB ehall meet monthly to discuss ectual Bed Tax
Funds collections. City’s conlract administrator shall from time to lims request City's Tourism
Development Comuission to discuss actual Bed Tax Funds cofleclions. No later than Aprit 10
each year, City shall provide to 6CVB an estimate of the tote! amoumt of Bed Tax Funds that
City anficlpates City will collect dusing the following yaar. SCVB end Cily's Tourlsm
Development Commission shall have en oppoitunily to provide lnput sbout City's sstimate
before City providss the eslimate to SCVB under this Agreamant. 8CVB's proposed contract
budgst shall be based on City's estimale.

4,1.2 BCVB chali not reques!, eccept of spend eny Markellng Funds in
amounts inconsistent with the Conlract Budget or other requirements of this Agreement. SCVB
9835351v1
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shall relmburse lo' City any Marketing Funds not spenl for the purposes specified by the
Contract Budget and this Agreement.

41,3 If the Clty Treasurer determines thal the Eslimated Recelpts will
significantly exceed or fall shott of the actual Bed Tax (unds City will recelve, then the City
contract administrator shall have authority to elect to approve a naw Conlract Budget pravided
by SCVB that conforms lo the Estimated Recslpts as determined by the City Treasurer.

4.2 Evemt Payment Timing. Subject to the limitalions set out elsewhere In this
Agreemant, Clty shall pay the portlons of the Marketing Amounl that are for support of a
particular Event in a year as follows:

4.2.1 No later than thity (30) days and not earller than sixty (60) days before
City's payment of Marketing Funds §s due for the Event, SCVB shall defiver to Gty an Involce for
the amount.

4.2.2 Clly chall pay the entira amounl in a single Inslallment on the date
specified In the Event City Requiremenis for the Event.

423 The tolal amount that City pays related to the Evenl shall not exceed the
lesser of the amount spacified by the Contract Budget, or any losser amount specified In the
Event Gontract or this Agreement. If any of those provide different amotmls, Clty will only pay
the emallest amount.

43 Other Pavmeant Timing. Subject to the limftalions se! out elsewhere In this
Agreement, City shall pay the portlons of the Markating Amount that are tiol for support of &
particular Event as follows:

4.3.1 No later than thity (30) days and not earfiar then sixty (60) days before
City's payment of an Installment of Markaling Funds ks due, SCVB shall deliver to City an
involce for the amount.

4.3.2 No later than the last buslness day of each month, Cily ehall pay to SCVB
onedwellth (1/12) of such amoumd for that year.

44  Actual Bad Tox Fumnds Coflecied. City’s payments under this Agreemant shall be
adjusted based on actual Bed Tax Funds Collacted as folaws:

4.4.1 Each month the City Treasurer shail prepare en estimate of the amount of
Bed Tax Funds that the City Treasurer estimates will be collacted during the entire current year
(the “Eslimated Recelpls”). Each monthly Instaliment e under this Agresment shall be
comprised of two components; () one-half of one-twelfih of the latest Estimated Recelpts, and
(b) an increase or decrease that, when equally applied o all remalning payments, will ceuse
total payments undar this Agresmen! to equal one-hall of |he fatést Estimated Reoe!pls Such
changes in monthly mstaliment amounts shall be accompanted by corresponding changes to the
Coitract Budget. SCVB shall propose the Conlract Budget changes, which shall require
approval by City contracl administrator.

08353511
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4.4.1.11f a requesl is made by SCVB, the contract administrator may
approve a carryover of Bed Tax funds to lhe next year (fiscal year) at any
time during the current year,

44,2 After the close of the year, should tha aclual Bed Tax Funds the Cily
racelved be {ess than the last Estimated Recelpts (the "Actual Shortfall’), and If this Agreament
is in effect during the following year, thon City shall subtract one-half of such Actual Shortfall
from the next one (or more, If necossary) monthly Instatiments for the following year. After the -
closa of the year, should the actual Bed Tex Funds that the City received be greater than the
last Eslimated Recelpts ("Actual Excass®), and If this Agreament s In effec! during the following
¥aar then Cily shall add one-half of such Actuat Excess fo lis first monthly payment for the
oliowing yeaar.

45  Wihholdinn of Pavments. Except as provided In the next sentence, City may
exercise any remedy at law or equity If SCVB does not cure any material breach of ls
obligations undes this agreement within thirty {30) days after notice from City. City may withhold,
In whole or In part, any payment to SCVB if SCVB falls to comply with any of the following,
unlass SCVB cures such braachwithin thirty (30} days efter City gives notica of the breach:

4.6.4 Render services as required by this Agreement,
4.5.2 Supply Information or reports as required by this Agreement.

46.3 Make {imely paymenis 10 subcontractors, except when there |s a bona
fide dispute as to the existence or amount of the debt.

4564 Comply with other provisions of this Agreement, Including, without
Emitation, provisions relating to audiling or parformance. '

465 City Funds Upon “Terpinalion. Within fifleen (16) days aRer eny
explration or other temination of this Agreement in any manner, SCVB shall return to City all
unexpended City funds. The amotm! to be retumed to City shall ba the proreted amount of the
last disbursement to SCVB, pursuant to the Contract Budget then In effect, plus any other City
funds unexpended as of lhe date of termination.

46  City Funding Limitations. Payment of the Markeling Funds is subjecl to- the limits
contained elsewhere In this Agreemen! and the following cumutative conditions and limitations:

46.1 Fundina Total. The tola) amount of Marketing Funds City pays under this
Agreement shall not exceed the Markeling Amount, minus selofls end other amounts to which
City may be entilled,

4.68:2 Funding Sourcg. City's payments shall be made only from Bed Tax
Funds. Gity Is not obligated to provide funding from any other sourca. City's city councll may
ele;:i from time to time In its sole and absolute discretion to provide funding from other souroes
as follows:

D853St .
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4.8.2.1 All provisions of thls Agresement shall apply o such additional
funds, including without limitations all references to Marketing Funds and all types of Marketing
Aclivitlos, except that any such edditional funds comprised of Bed Tex Funds shall not be
counted when determining the amount of SCVB's fifty percent (50%) share of the Bed Tax
Furds.

4.8.2.2 Sources of such other funds may include, at Cily's elaction,
genaral funds, other Bad Tax Funds, tribal gaming funds or gther funds available 1o City,

4.8.2.3 To the extent City recelves tribat gaming funds that are eligible to
be used for Marketing Activities, SCVB shall accept those furds when requested by Clty, end
SCVB shall only use these funds In a manner that s conslstent with tha proposal approved by
the tribe.

4.6.3 Bed Tox Collections. Markeling Funds shall be disbursed only to the
axtent Cily determines, in its sola and absolute discretion, that City has collected sdequate Bed
Tax Funds to disburse these amounts,

la als.  This subparagraph shall control
notwithstanding any provlslon of thls Agraement or any exhlbil or other agreement or document
releted hereto. Cly's provislon of funda under this Agreement Is In el respects subjed to
apprapriation by City Councll, City's entire obligation under this Agreement shall be fimited to
the amount eppropriated. (f funda necessary to fulfil Clly's obligations under this Agreement are
not appropriated or are olherwise made not avallable by City'a clty councll, then City may terminate
this Agreemant by notlce to SCVB. Terminstion in eccordance with this provision shall nol
constitute A breach of this Agreemomt by Cily. No pereon ehall be entilled to eny compensation,
damages or othar remedy from City If this Agreament s teminated pursuant to the terms of this
paragraph or other tarms of this Agresment. In lieu of terminallng this Agreament, City may slect to
reduce the amount of Markating Funds and other resources City provides.

466 Politicat Acllyilieg. SCVB shall use no City funds or resources for political
activities, for lobbying City’s city councii or any legislative or adminisirativa body as defined in
State law, or for the purpose of inlluencing the outcome of any election.

V. REPORTS AND AUDITS

5. Reporis and Audils. SCVB shall repost Marketing Aclivities and other expenditures and
activities as follows:

6.1  Audil Reporl. Withln rilnaly (80) days after Lhe end of each year, SCVB shall
prepare end submit to City el SCVB'a expense an annual audit report of revenues and
expenses talaled lo this Agreemenl and an opinion thereon prepared by en Indepsndent
ceriified public accounting firm. The audil feport shall include an anmml financial statement
prepared in acoordance with generally eccepted accounting principles (GAAP) and the

Isions of the Statement of Financlal Accounting Standards No, 117 {Financlal Statements of
mfor-Prof t Organlzations). SCVD shall make avallable to Clly all work papers and records
produced by the eudilor pertalning to the audlt, or coples thareof, within ten {10) working days
after nolice by City to do so.

08353541
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6.2 nspeclion of Booke. City or its agent may inspect SCVB's books that relate to
this Agreement et such times during normal business hours that City deems appropriate, upon

five (6} working days notice. Upon reasonable request, SCVB shall furnish copies of such books
and racords to Clty, at no cost to Cily,

53  Annual Performance Reporl. Within thirty (30) days after the close of each year,
§CVD shall submit to Clty a report of 8CVB's performance under (his Agreement. The report
shall include an anslysis of the effectivenass of SCVB's peiformances under this Agreement,
Including without Hmitation documentetion of year-end performance of the Performance
Measures. SCVB shall also deliver to City coples of reports, promotions! lilerature and
commumicafions, edverfisements and related materals prepared with Marketing Funds. If
ragquasted by Cily's clly manager, SCVB ghall also presen! these annual reports to City Council
at a public ¢ity cotinell meeting.

64 Quarterly Performance Reporls. In eddition to the annual performance report,
6CVB shall defiver to City within thirty (30) days after the end of each quarter (September,
December, March and June) a report thet shell include @ brief narralive of progress to date and
an oulline of SCVB's anticipated performanse for the ensuing months. Such reports shalt be
accompaniad by a summary of expendilures during the same perlod,

56 Performance Audil Clly may at any time conduct a performance audit to
evaluate SCVB's performance under ihis Agreemenl. SCVB shall meke avallable any
Informalion related to this Agreement requested by City for the audlt within ten {10) working
days of the request. The performance audil may consider all Information that ks relsvaent to
_areas of operations of SCVB and ite responsibililiss under this Agresment.

WI. INSURANCE AND INDEMNITY
6. Ilnswance and indemnity. SCVB shalt provide Insurance and indemnification as follows:

6.1 Indemnlficalion. To the fullasi extent allowed by law, SCVB, iis successors,
assigns and guarantors, shall defend, Indemnlly and hold harmless CIty. is agants,
representatives, officers, directors, officlals, and employees from and ageinst all allegations,
demands, proceedings, suits, aclions, claims, damages, loases, expanses, including bt not
fimfted to, eltorney fees, courl costs, and the cost of appellate proceedings, and all claim
adjusting and handling expense related to, arising from or ou of, or resuling from any negligent
or Intentiona! actions, acls, errors, mistakes or omissions caused by SCVB , ils agents or
conlractors while performing work or services under this Agreement, Including but not limited to,
any subcontractor or anyone direclly or indlreclly employed by any of them or anyons for whase
acle any of them may be liable and eny Injury or damages clalmed by any of B8CVE's and
subcontractor’s employees. Insurance provisions set forth in this Agreament are separete and
indapendant from the Indemnity pravisions of this paragraph and shall not be construed In any
way to imit the scope and magnituda of the Indemnily provisions. The indemnity provistons of
this paragraph shall not be construed In ary way to limit the scops, magnllude and applicablity
of the Insurance provisions,

6.2 Insurance. Without limiting any of s obligations or fiabilities, SCVB, at SCVB's
own expense, ehall purchase and maintain the hereinafter siipulated minimum Insmame
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6.2.1 Al insurance shall be from a company or companles lawfully authorized
to do businass In the State of Arizana with an A.M. Besl, Inc. raling of B++8 or above with
policles and forms satisfactory to Clty.

8.2.2 Al iInsurance requlred hereln shall be malntalned n full force and effect
untit all work or services required to be parformed under the tarms of this Agreement are
satistactority completed and formally accepted; fallure to do so may, a1 the sola discrelion of the
Clty, conslitiite a materie! breach of this Agreement.

6.2.3 SCVB's hsurance shafl be primary insurance, and any Insurance or self
insurance malntalned by Cily shall not contribute’to It. Any fallure to comply with the claim

reporting provisions of the policles or any breach of a policy warranty shall not affect coverage
afforded under the policy to protact Cily.

624 7Yho policles shall conlain a waiver of transfer rights of recovery
(subrogation) egalnst City, ils agents, representatives, directors, officers, and employees for any
clalms arlsing out of the work or setvices of SCVB undar this Agreemen.

625 The policies may provide coverage thal conlains deductble or self-
Insured retentions. SCVB shall be solely responsible for any deductlble and/or self-nsured
retantion.

6.2.6 The policies shall be In place by no later than ten (10) days after the dale
of this Agreement,

6.2.7 Within 10 working days efter notice from City, SCVB shall provide to City
cerlified coplas of any or all of the required policles and/or endorsements, City shal nol be
obligaled, however, to review same or to advise SCVB of any deficlencles i such policies and
endorsements, and such racaipt ghall not reflave SCVB from, or be deemed a waiver of City’s
right to Insist on, strict fullillment of SCVB's obligations under this Agreement.

6.2.8 7Yhe Insurance policies required by thls Agreement, excepl workefs'
compensation and fidelity/orime Insurance policles, shall name City, its agents, representatives,
officers, directors, officials, and employeas ns additionat insureds.

6.2.0 Required Coveraga. SCVB shal cause 10 be In effect the followinp
Insuwrance:

6.2.0.1 Genaral Liabflily. SCVB shall malnlaln “eccumrence® form
Commerclal Genaral Liabllity insurance with & imit of fatility not less than $1,000,000 for each
occurrence with a $2,000,0600 Products and Completed Operations Limit snd $2,000,000
General Aggregate Limit. The poficy shall be primary, and iolude coverage for bodily Infury,
broad form property damage, personal Injury, products/completed operations and blanket
contractual coverage Including, but not imited to, the Habllity assumed under the Indemnification
provisions of this Agreament. Such policy shall oonlnln a severability of interest provision. H any
Excess Insurance Is ulllized to fulfill the requirements of this paragraph, such Excess insurance
shall be "ollow form® equal or broader In coverage scope than underlying.
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6.2.9.2 Automobile Liabllity,. SCVB shall maintaln Commerclal/Business
Automoblle Llabliity Insurahce with a combined single limit for badiy injury and property
damagas of not lass than $1,000,000, each accident with respect to SCVB's owned, hired, and
non-owned vehloles assigned to or used In performance of SCVB's work or services under this
Agreement, If any Excess nsuranoe s utllized to fulfilf the requirements to this paragraph, such
Excess Insurance shall be "follow form" equal or broader in coveragé scope than undertying.

8.2.8.3 Wotker's Comnensation. SCVB shall maintaln Worker's
Compsnsation nsurance to cover obligations imposed by federal snd state statutes having
jurisdiction of SCVB's employeoas engaged In the performance of the work or services under this
Agreamerit, end Employer's Liability Insurance of not less than $100,000 for each accldent,
$100,000 disenss for each employee, and $500,000 dissase policy Imit. In case any work of
‘services under this Agreement are subcontracted, SCVB shall require all subcontractors to
provide the eame Insurance requlramants as clted above for SCVB to protect Clty.

8.2.9.4 Fidelity Insurance. SCVB shafl purchase and maintaln fidelity and
crime insurance coverage with a limft of $260,000 per loss.

6.2.90.60ther inswanca. SCVB shall maintain any other nsurance
coverage of amounts of insurance Clly may teasonab!y require from fime to time for the
protection of the pubiic, City and its employeas, offidlals, repressntatives, officers, directors, and
agents. Cily may elact by wiitten notics to SCVB 1 require additional coverage or. Increased
amount of any Insurance to account for changes in risks, Inflatlon, or eny other factor that Clty
masonah!y determines to affect the prudent amount of tnsurance to be provided by SCVB,

6.2.0.6 Cettificates of Insurence. Prior to commencing work or services
under this Agreement, SCVB shall furnish to certificetes of insurance or formal
endorsements es required by the Agreement, iasuad by SCVB's insurer{s), as evidanca thal
polices providing the requlred coverages, conditions, and fimite required by this Agreement are
in full force and effsct. Such certificates ehall identify this Agreement. In the event eny insurance
policy{les) required by this Agreement Is (are) wrillen on a “dlalms mada” basls, coverage shall
axtend for two years past completion and acceptance of the work or services and as evidenced
by an annual Certificete of Insurance.

V. MISCELLANEQUS PROVISIONS
3. The following additional provisions shall apply:

7.1, Year End Performances. If this Agreement terminstes for any reason before
SCVB has provided to City reporls or olher payments or psiformances related to time periods
when this Agreement was In effect, SCVB shall dallver such reports and provide such-payments
and performancas to cily notwithslanding such termination.

7.2,  Compliance with Law. SCVB shall comply with all applicable tocal, state and
Federal ordinances, statutes, laws and regulations.,

7.3. Complianze With E-Veiify. The parties shall comply with immigration laws as
follows:

$335354v1
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7.3.1 The Parties understand and acknowledge the applicabllity to them of the
American with Disabiiilles Act, the immigration Reform and Control Act of 1986 and the
Drug Frea Workplace Act of 1889. Both partles agree to comply with these taws in
parforming this Agreement and to permit each other to vearify complianca, SCVB will
include the terms of (his provision In all contracts and subcentracts for work performed
under this Agreement, Including supervision end oversight.

7.3.2 Under the provisions of AR.S. §41-4401, each party warrants to the other
that It will comply with all Federal Immigration laws end regulations that relate lo lts
employees end that the party end all ts subcontraclors warking under the terms of the
Agreement now comply with the E-Vearify Program under AR.S. §23-214(A).

7.3.3 A breach of this warranty will be congldered a material breach of this
Agresment and may subject the partias to penalties up to end {ncluding termination of
ihis Agresment or any subconlract.

7.3.4 Both parties retain the legal right to inspect the papers of any employee of
elther parly or any subcontractor who works on this Agreement to ensure that they are
complying with the warranty given above,

7.3.56 Each party may conduct random verificallon of the employment records of
the other and any of Its subcontraclors working under this Agresmsnt lo ensure
compliance with ihls warrenty. Each party agrees to indemnily, defend and hold
harmiess the other parly for, from and against all losses and labillies arsing from any
and efl violalions of thess atalutes.

7.3.6 Nelther party will consider the other or any ¢f Hs subcontractors In
material breach of this Agreement if they eslablish that they have complled with the
employmant verification provisions prescribed by 8 USCA §1324{e) end (b) of the
Federa! Immigration end Nationaflly Act end the E-Verlfy requirements prescribed by
ARS. §23-214{A). The "E-Verlfy Program® means the employmant verification pilot
program as jointly administered by the United States Department of Hometand Security
and the Social Sacurity Adminlsiration or any of ts sticcessor proframs.,

7.3.7 The provisions of this paragraph must be Included In any contract elther
parly anters into with any and alt of ts subcontractor who provida services under this
Agreement of any subcontracl. “Services” are defined as fumishing labor, time or effoi
in the Slate of Arizona by a polilical subdivision, company or subcontractor. Services
include construciion or maintenance of any structure, bullding or transportation facllity or
Improvement o real property. Both Parties will take appropriate staps to assure that all
applicable subcontraclors comply with the requlrements of the E-Verliy Program. The
fallure to assure compllance by all ks subcontractors with the E-Verify Program may be
considared a matarial breach of this Agreemant,

74, Sudan and lran. n accordance with A.R.S. §35-391.08 end 35-393.06, SCVB

cerfifias thet it does not have scrutinlzed business operations In Sudan or tran, as defined In
AR.S. §35-391(15) and 35-393(12).
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It: i lals end Employees. No membe, offictal or employee of
Clty ghal be pensonany llable to SCVB. of any successor In Interest, In the event of any default

or breach by City or for eny amount thal may become due to SCVB or [is successor on any
obligation retated to this Agreement.

78. Ii(_:gnmgl_ql_[mgmj City may canoel any contract or agreement, wilhout penally
or obligation, If any person significantly Involved in nitlating, negotlating, securing, drafting or
crealing the contract on behalf of Clty is, at any time while the contract or any extenslon of the
conlract (s In effect, an emp!oyee of any other party 1o the contract In any capacity, or a
consuitant {o any other to the conlract with respect to tha subject matter of the contract.
The cancollation shall be live when wrillen nolice from City is recelved by all other Partles
to the contract, unless the notico spacifies a later time (A.R.S. 38-511).

17. Procurement. SCVB shall be responsibis for the purchasing process used In
conjunction with ils responsibilities under this Agreement. The qualification and selection of
professional service providers or vendors pald under terms of this Agreement by SCVB shall bs
performed on e competitive basls that Is acceptable to Cily's contracl administrator,

7.8. Nolices. Any notice henaln required or permitied must be in willing and either
hand-delivered In person or deposited In the Unlied States mall, posiage pra-pald, registered or
certified mall, return recelpt requested, and properly addressed, atthe following addresses:

City of Scotledale Scoltsdale Convention & Visitors Bureau
Tourtsm Development Coordinator President & CEQ

Economic Vitality Department 4343 N. Scoltsdele Road, Sulte 170
4021 N, 76" Strest, Sulte 102 - Scoltsdale, AZ 85251

Scottedala, AZ 85251

Nolice shall be deemed to ba given on the date of hand delivery or three (3) days after tha same
has been deposited postage-pald In the United States Post Office. Elther party may fumish to
the othar a different malling address and designate another individual upon whom all nolices
may be sarved as hereln provided.

7.9. Enlice Agreement. This Agreement conslitutes the enllre egreement between
City and SCVB with respect to the subject malter and no addition, deletion or other amendment
hereto may be made excepl as Is agreed In writing by City and SCVB with the seme formality
for execution as accorded this Agreemant,

7.10. Asstonment In making this Agreement, City and SCVB each depend upon the
parlicutar capacities, expertise, powears, and good offices of the other, which would not be
salisfactorily provided by a third parly. Therefore, City and SCVB agres that no right of
obligalion hereunder may in any way whalsoever be assigned or delegatad to a third party
without the prior express writien consent of the olher party.

7.11. Bindina Effect. This Agreement and the terms, proviskons, promisas, covenants
and conditions hereof, shall be binding upon end shall Intre to the bensfit of City end SCVB
hereto and thelr respective successors and assigns,
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7.12. Legal Feps. In the event elther party brings any acllon for any relief, declaratory
ar othenwise, arlsing out of this Agreament, o on eccount of eny breach or default hereof, the
prevailing party shall be entitled to recelve fram the other parly reasonable attorney’s fees and
reasonable cosls and expenses, delarmined by the court siiting without a Jury, which shall be
deemed to have accrued on the commencemant of such action and shall be enforceabls
whether or not such aclion Is proseculed to judgment.

7.13. Coniract Administeator. Cily's contract administrator shall be City’s Tourism
Development Coordinator, or designee. By notice to SCVB, City's ¢lly manager may designale
a different contract administrator from lime to time at Cily’s dly manager's sole discretion.

7.14. Dates. Sunday, Saturday and Arizona legal holidays are halidays for purposes of
this Agreement.

7.16. Time of Essence. Time Is of the essence of each and eveiy provision of this
Agreement,

7.16. Pamgaraph Headings The paragraph headings contdined hereln are for
convenlanca in referance end not intended to define or imit the scope of any provision of this
Agreement.

7.17. No Third Pary Beneficlafias. No parsan or entity ehall be a third beneficiary
1o this Agreament or shall have any right or cause of action hereunder. Licensor shall have no
llability to third parties for any approval of plans or aclvitias, SCVB's negligence, SCVB's fallure to
comply with the provisions of this Agreement {including any absence or Inedequacy of lnsurance
required to be canied by SCVB), or othenvise as a resutt of the exstence of this Agreament.

7.18. Exhibits. All exhibits specifically stated to be atiached hareto as specified herein
afe hereby incorporated Into and made an Integral part of this Agreement for all purposas.

7.19. No Peitoership. This Agreement and the transaclions and performarices
contemplated hereby shall not create any soit of partnership, joint ventura aor elmilar relaftonship
between the parties. SCVB Is a non-profit corporation and s neither & department, nor an
‘operating agency of Cily.

7.20. Cholce of Lew. This Agreement shall be govamed by the Inlemal taws of the State
of Arlizona without regard o choloe of law rules. City has not walved its claims procedures as
respacis this Agreement, Exclusive proper venue for any action regarding this Agzeemeni shall be
Maricopa County.

7.21, Recording. This Agreemsnt shall nol ba racordad.

REMAINDER OF PAGE LEFT INTENTIONALLY BLANK
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IN WITNESS WHEREOF, the parties have entered Inlo this Agreement as of the dale first given
abova. .

Scoltsdate Convantlon and Visltors Bureau,
Inc., an Arizona non-profit cprporallon

CITY OF S8COTTSDALE,

mmm%
oy ;

W, IJim" Coreh, Mayor
ATTEST:

Carolyn 1, Clty\Cl

APPROVED AS TO FORM BY
CITY ATTORNEY'S OFFICE:
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hans hdkakoddes:

The City of Scottsdale’s five-year tourlsm development and marketing strategic plan
calls for the tourism and business communlty to support citywide and commuaity-based
Inftlatives that could Impact our destination for years to come. Inn addition to maintaining
the programs that provide a consistent return on investment and implementing new
programs that will allow us lo remain a competitive, world-class destination, the CVB
also will seck new opportunities to support member businesses and community Inltiatives
that enhance Scottsdale’s tourism industry and unique character of place.

In the coming year, we will focus on a few key areas to drive new visltation and meetings
groups to Scottsdale.

New research will help the CVB determine how best to reach our customers and
positively impact the destination’s recovery,

« Seasonal marketing campaigns will push messaging around key time periods to
strengthen destinstion awvareness snd exposure in our primary feeder markets,

« A new TV commercial and HD video footage will showcase Scottsdale’s Sonoran
Desert selting and the layered experiences that visitors can enjoy.

s Niche trade shows and client events will reach new meeting planners, travel
sgents, tour operators and media to familisrize them with Scottsdale and keep
the destinatlon top of mind.

» Additionsl familllarization toura and site Inspections will expose more cllents to
Scoltsdale for  firsthand experience of the destination.

As we've seen during the past few years, positive changes come from working together.
Therefore, we urge you lo connecl wilh the CV B staff it order to find the programs that
best work for you and to maximize your membership with us to ultimately increase
your business.

Please feel free to contact us 10 share new Ideas on how we can work together to most
effectively market the Scoltsdale area as 2 premier lelsure and meetings destlnation.

Sincerely,

Rachel Sacco
President & CEQO

mt. :

Michael Surguine
Board Chairmnu




SCOTTSDALE CVB OVERVIEW

The Scotisdale Convention & Visiturs Bureau is 2 501(c}{6) nonprofit, private company
that has contracts with the City of $cottadale and Town of Paradise Valley to conduct
destination markeiing effarts on behalf of thege municipalities. Combined, these entities
provided approximately §8 million of the CVBE $11 million budget in 2012-13,

The CVB's primary source of revenue comes from bed tax collected by Scottsdale resorts
and hotels 2nd passed along to the City. Half of bed-tax collections come to the CVB for
destination marketing, while the other halfl ks inveated by the City. The Citys Tourism
Devetopment Commission (TDC) recommengds to the Scottsdale City Council how to
allacate the City's half of the bed-tax revenue, which [s designated for tourism-related
capltal projects, special events and more. The City's relationship with the CVB is over-
scen by the City’s Economic Development Department and the TDC,

The CVB also hasserved as the Town of Paradise Valley's destination marketing organi-
zatlon since 1987 and currenily has an agreement with the Tovwn through June 2015,

Another CVB public-revenue source Includes the State of Arizona, via Proposition 302,
where Maricopa County hotel operators and rental car companice collect and pass along
an additlonal tax to the state that is then split and Invested in numerous projects.

Additianally, the Sah River Pima-Marlcopa Indian Community and the Fort McDowell
Yavepal Natton Invest In the CVBe marketing efforts. Partnering with neighboring com-
musitles aliows the CVB to bulld the reglon’ attractiveness in the eyes of our visitors,
especially as these communities build tourism attractions and hotels elong Scottsdales
borders.

‘The CVB has been a standalone company elnce July 2001 after having been an arm of

the Scottsdale Area Chamber of Commerce for 15 years. The CVB has approximately

40 full- end part-time employess, along with a vohunteer board of directors comprised
of local Industry leaders who represent a yeriety of segments from the hospitelity and

tourism indlustry.

VISION

Qur viston is to pasition Scottsdale as a world-class vacation, meetings and group travel
destination by communicating an image that sells the unlqueness of the Scottsdale
expericnce.

MISSION

The CVB is commiitted to enhancing the cconanilc base of Scottsdale and its partnering
coramunitles through a strong visltor, meetings and group travel Industey. We achteve
this by:

» Maintalning a keadership position in Arizonas hospitality and tourism industry

« Positioning Scottsdale in top-performing dometti and nternational markets to
attract targeted, high-value visltors to our resoits and hotels

+ Teaming with member businesses to create awareness and exckement among
meeting planners, tour operatars, travel agents and media in our established
feeder markets, while building credibility and interest In our entry markets




RETURN ON INVESTMENT

In 20)1-12, the Scottsdale CVB genenated $32 for the community for every $1 invested
in the CVB. In addition to tracking our return on invesiment, the CVB also evaluates the
auccess of Its programs and reports results regularly to our board of directors, the City of
Scotisdale, TDC, the CYB's community partners, and our members.

OUR PARTNERSHIP WITH YOU

We at the Scottsdale CVB are honored to partner with our vahied members, along with
the municipalitles and Natlve American communities for which we provide destlnation
marketing services, We exist to position Scottsdale as one of the world’s mast desirable
destimations for leisure and business travel, while creating programs that retain existing
visliors and attract new customert to the greater Scottsdale area.

We invite you-to review this destination marketing gulde to learn how you can best
partner with us at the Scottsdale CVB to extend our collective message and drive
Incremental tourism business to our community. We look forward to working with
you In the coming year!
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A LOOK BACK

Scottsdale’s tourlsm Industry s recovering more stowly than in many other destinatlons.
Al tourism Industry measurements in Scoltsdale were flat in 2012 compared to 2011,
while the top 25 U.S. markels saw posltive year-over-year growth. Scottsdale and the rest
of metro Phoenix are positioned to continue their slow tourism growth In 2013-14.

Out of the top 25 U.S. markets in 2012, metro Phoenix ranked 23rd in occupancy, 16th
In average daily rate (ADR) and 21st In revenue per available room (RevPARY). Scottsdale/
Paradisc Valley’s figures, when compared to the top 25 US. markets, placed the area 8th
in occupancy, 4th In ADR and 5th in RevPAR.

SCOTTSOALE V5. OTHER L5, MARKETS
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Scottsdale Recovery Shegghsh: Scollsdale-area halels and resarls continue to oulperform alher srea
properlies a5 well as the average LS. holek however, our yesr-over-year growlh was stagnant while olher
destinalions experienced pasitive grawth.

During the past few years, Scoltsdale has encountered several challenges, including
recession-related downturns in hotel performance; companies reducing or eliminating
their meetings activity, particularly in warm-weather cities, due to the A1G effect; and
backlash from groups and leisure travelers over Arizona’s Iminigration and gun laws.

The growth Scottsdale experienced in 2010 and 2011 stalled in 2012.

SCOTTSDALE TOURISM INDUSTRY MEASUREMENTS
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Tourism Growth: Scollsdale’s taurism ladustry has seen slow growth durlng the past few years.

While group business In Scottsdale performed better than the lesure market in 2012,
meetings have not recovered. Before the recesslon, meetlngs accounted for about 51 percent




of cccupancy at Scotisdale/Paradise Valley resorls and full-service hotels with more than
5,000 square feei of Indoor meetings space. After hitting an all-time Yow of 36 percent in
2009, group business grew to 42 percent in 2012, while lefsure business nosv accounts for

nearly 55 percent of occupancy at these properties.

SCOTTSDALE LEISURE Y5. GROUP BUSINESS
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Group Shift: Gradp business now accounls for only 42 percent of business In Scollsdale.

2013-14 OUTLOOK

While Scottsdale is likely a few years away from approaching both the 70 percent hotel
occupancy recorded in 2006, and the $172 average daily rate thet was posted In 2008,
stronger leisure business combined with gradusl meetings growth should allow Scotts-
dale to post a modest revenue gain in 2013-14.

There also are numerous opportunities to Increase tourism to Scottsdale and enhance
the destination’s amenities and altributes over the next few years. The following projects
have the potentlal to greatly Impact Scottsdale’s tourism industry by drawing national
and international attentlon, attracting new events, Increasing visitation and improving
the Scottsdale experience for leisure and meetings visilors.

+ Tony Nelssen Equestrian Center at WestWorld of Scottsdale: The Scottsdale City
Councll approved a $42.8 million expansion of the Tony Nelssen Equestrian Center
at WestWorld. The project will expand, ¢nclose and climate control the Equidome
at WestWorld In order to accommodate events year-round.

« Scottsdale Museum of the West: The 40,000-square-foot facility will be built in
downlown Scoltsdale at Marshall Way and Second Street. It will include a sculpture
garden and a small outdoor performance arez. The museum Is expected to
supporl the downtown arts district and enhance Scoltsdale’s national reputstion
while attracting new visitors to the aren.




« Transportation: National research continues to show that Scottsdale ranks poorly
for good local transportation, especially in relation to competitlve destinations.
To combat this city-wide Issue, the CVB, City and local business community
continue to work together on the Hospitality Trolley to serve visitors during high
season. The Hospitality Trolley Is an assel to Scoltsdale as a compelitive advantage,
and allows vishors to more easily explore the city to frequent retail stores, restaurants
and attractions. In addition, it helps alleviale parking demands, as well as traffic
congestion and pollution.

Tourism-Related Capltal Projecis & Spectal Events: The City of Scottsdale’s half
of bed-tax collections also could help support attracling new special events and
building new tourlsin-related capital projects such as the Desert Discovery Ceater.

TOURISK'S IMPORTANCE TOSCOTTSDALE

* Tourlsm Is ane of Scollsdabe’s largest Indwsiries.

¢« Scoltsdate hosled 8.6 milllon visitors in 2000

+ These visMors peneraled an ecanomic Impaci of §2.9 billion, 85 well as 5354 million in saies- and bed-lax
revenae farScatlidale.

= One in every eight jobs in Scoltscale is direclly related o ionrisa.
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Revenue Generater: Tourkm | & vital parl of our bocal econceny, generaling jobs and one-folrlh df all privilege-lax
reweaue colleched by Lhe Cily.

NATIONAL TOURISM OUTLOOK
The following trends could impact iravel in the coming year:

+ Lelsure Travel: US. Travels latest forecast calls for a 1.2 percent Increase In domestic
letsure Lravel In 2013 and another 1.7 percent Increase in 2014. Unity Marketing's
new "Affluent Consumers & Their Travel Plans for 2013° report found that 45 percent
of these consumers plan to spend more on their travels in 2013 as compared with
2012. The most in-demand experiences for luxury iravelers are relaxation and stress
reduction, sightseeing, and fine dining and food/wine.

» Business Travel: Travel Leaders Group reports that most of its business-focused
travel agents are forecasting that clients will be traveling as much or more than
last year; less than 10 percent say clients will travel less. U.S. Travel’s forecast for
domestic business travel voluine Is & 0.9 percent increase In 2013, followed by a
gain of 1.2 percent in 2014,

« Meetings: The long-awalted meetings indusiry recovery s finally underway, shifting
the negotiating advanlage away from planners 1o hotels, according to a new
study from Colliers PKF Hospitality Research. According to PKF, the highest
percentage of planners since 2007 believe the current year will be healthler than
the previous year. The vast majority of planners stated that the number of meetings
and exhibitions they organize in 2013 will equal the number they planned in 2012.
Plus, 46 percent will enjoy larger budgets than last year, and many expect Increases
in attendance. But 72 percent expect to pay more for rooms in 2013, and booking
windows will not change; many believe the shorter booking windosys of recent
years are the "new normal.” Four trends for 2013 include: more local meetings as
companies shift away from global 10 national, or national lo regional meelings;
security and stability impacting destination cholce; mectings approvals becoming
more challenging: and increasing engagement via social media,

Alr Travel: The Boyd Group International predicts a 1.5 to 2 percent drop In airline
passenger Iruffic this year. Overall, US, carriers expect to add only minimal supply
to the domestic market, positioning them to maintaln a degree of pricing power.




T 2012, Phoenix Skir Harbor Intérnational Alrport experienced a 0.4 percent decline
in passengers over 2011, as well as 2.6 percent fewer Jandings and takeofls. Seat
capacity elso was down 1.6 percent. According to the U.S, Department of Trans-
portation, the average LLS. domestic airfare was $367 in lhird quarler 2012, The
average Phoenix atrfare, In comparison, was $323 - $44 Jess than the US. average.
With the merger of US Alrways and Amerlcan Alrines, future frpacts to
Phoenix are possible. However, alrline Indusiry analysts say it will take years before
it becomes clear whether the nety girline will close or diminish the Phoenix hub,

+ Lodging Industry: Smith Travel Rescarch (STR) has updated lts 2013 forecnst:
occupancy is expecled 1o rise 0.8 percent 10 61,9 pércent, ADR s forecusted to
hyzredse 4.9 percent 1o $111.27, and RevPAR s expected (o grow 5.7 percent to
$69.86. Supply is forecasted to rise 1.0 percent, and demand Is projected to be up
1.8 percent. STR's forecast for 2014 Includes Increases In oll metrics: supply (+1.5
percent), demand (+2.8 percent), occupancy {+1.3 percent), ADR {(+4.6 percent)
and RevPAR (+6.0 percent). PricewaterhouteCoapers {PwC) also expects lodging
demand to increase In 2013 {+1.8 percent), which combined with restrained
supply growth of 0.B percent, it Is anticipated to boost occupancy levels o 62.0
percent, the highest eince 2007, While hotels across the spectrum of price tiers are
expected to benefit from this recovery, hotels in the higher-pricéd segments are
expected to experience the strongest gaing. PwC expects RevPAR growth of 5.9
pereent In 2013,

= ‘Internationa) Travel: Internationa!l tourist arrivals grew by 4.0 percent in 2012 to
reach 1.035 biltion, surpassing the 1.0 billton mark for the first time, according to
the UNWTO. In the Unitted States, International travelers account for 15 percent
of total travel spending in the country, up from 14 percent in 2011, The Office of
Travel and Tourksm Industries predicts that the United States can expect 3,610 4.3
percent average annual growth in travel and tourism during the next five years.
President Obama set a goal of attracting 100 milllon international travelers to the
United Stales by 2021. Since then, significant progress has been made through
both an Executive Order establishing  National Travel and Tourism Strategy and
through a terles of improvements to visa processes.

Sources: US. Travel Assoclations U.S. Travel Outlook; Phoenlx Buslness fournal; Phoenix
Sky Harbor Internatioin! Alrport
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Each year, the Scoltsdale CVB works to saintain the programs that provide a consistent
return on investment while implementing new programs that will allow us to remain a
competitive, world-class destination. Following are several areas that the CVB will focus
on for the coining year to drive new visitation and meetings groups to Scottsdale. Many
of these Inltiatives correspond with the City’s Five-Year Tourisin Development and
Marketing Strategic Plan.

RESEARCH
Research Is critical to the success of the CV B markeling and sales initiatives, ensuring
our programs are cost-efficient and effective in attracting the right business to Scottsdale,

+ Market Research & Focus Groups: Scotisdale’s recovery from the recession has
been slower than most other top U.S. destinations. To best understand the market
influences affecting the destination, the CVB will explore various markel research
studies, including focus groups to determine visitors' perceptions of Scottsdale as
a travel destination and thelr motivations to visit the area. During these focus groups,
the CVD also will test future marketing concepls (o obtain feedback. The resulis
of this research could Impact the bureau’s fture messaging to potential visitors.

Website Usability: Last year, the CVDB revamped the ExperienceScotisdale.coin
website lo improve the user experience on tablet devices and mobile phones. The
redesign also simplificd navigation and provided better access to a wealth of
contenl. While the site has been performing well since the transition, website
usability testing will provide a better understanding of how users lnteract with
the site, how to lurther improve navigation and where content can be enhanced

+ Golf Research: In 2012, the CVB launched a new marketing campalgn to promote
Scottsdale as the "Worlds Finest Golf Destinatlon” in partnership with PGA Tour
pro Brandel Chamblee. This year, the CVB will partner with our goll course
members to embark on golf research 1o better track changes in this important
industry. This research will analyze monthly performance of our local courses to
monltor trends as well as analyze the value of Scottsdale’s golf visitors to better
target Individual and collective marketing Inltlatives.

MESSAGING

The CVB brands Scottsdale as 2 world-class travel destination for high-value keisure and
group meetings customers. The majority of the CVB's marketing messages will run In
Scottsdale’s top feeder markets, Including New York, Chicego, San Franclsco, Los Angeles
and Canada,

+ Seasonal Campalgns: To sirengthen destination awwrreness and exposure In key
feeder markets, the CVB will develop seasonal marketing camipaigns that use s
varlety of mediums - such ss TV, outdoor, print, direct malt and online - to push
messaging around key destination time periods. These targeted campaigns will
drive consumers online to learn more about seasonal events, activities and specials.
Messaging will be created around fall/holidays (September through mid-January),
warm weather (mid-January through March), and spring (March through May).
Summer messaging will target locals and the Los Angeles area to encourage stays
from June through August.

Travel Motlvators: Marketing messages also will focus on Scottsdale’s key drivers,
Including speci] events, golf, arts and culture, spz, and outdoor adventure lo
address potentisl visitors’ polnts of passion and travel motlvators.

Creative Outlets: The CVB will look for unlque and creative ways to cut through
the clutter of travel advertising and marketing, such as our New York subway wraps,




which drew local and national attention. We will continue to seek effective, yel
creative, outlets for the Scottsdale message to reach our targel audiences.

IMAGES DFSCOTTSDALE
Portraying Scottsdale ju the best light possible supports the destination’s brand cachet,
distinguishes the area from competing cities, and altracts customers to Scottsdale.

TV Commercial: The CVB's use of TV commercials during the past few years
has proved an effective marketing tool. Cable TV ads provide a broad reach to a
targeted audience. In order to best showcase Scoitsdale’s Sonoran Desert selting
and compete with other destinations, the CVB will update its nearly four-year-old
TV commercial. The new commiercial will complement the CVB’s Richly Sonoran
brand campalgn, convey an authentic sense of place, highlight the destination’s
Sonoran Desert setting, and integrate destination drivers that play an integral part
in communlcating the layered experiences that visitors can enjoy In Scottsdale.

HD Video l'ootage: Top TV stations and media outlets throughout the world use
HD video footage. In order for Scottsdale to be considered for editorial coverage
in these channels, the CVB has to provide HD video showcasing the destination.
The CVB will upgrade its stock video footage so thvat all images are available in the
HD format for use in these mediums. This footage will be essential for Scottsdale
leading up to and during the 2015 Super Bowl, which will be played in Arizona.

NEW RELATIONSHIPS

Building relationships is essential to keeplng Scottsdale top-of-mind with meeting
planners, travel agents, tour operators and media. It's also Important In generating brand
awareness of the destination with key customers,

Travel Blogs: ‘The traveling public increasingly looks to blags and sodial media

sites for recommendations on where to travel and what to do in a destinatlon. The
CVB will make new conmections with some of the most influemtial travel bloggers
by hosting a familtarization tour and actively engaging on these social media sites.

Niche Trade Shows: Pharmaceutical, medical, financtal and insurance meetings
are a good fit for Scottsdale with strong potential for growth. To build new
relationships with key clients in these areas, the CVB will attend five additional
trade shows and events that caler to meeting planners In these seginents.

Client Events: The CVB encourages clients to experience the destination firsthand.
However, when clients are not able 1o visit Scottsdale, the CVB brings the destination
to them via client events. To maximize our time and resources in key markets,
the CVB will coordinate multi-department client events in partnership with our
members. These events have proved successful in bullding relationships with
Important customers. In addition, the CVB will host new client events for meeting
planners in Canada as we continue 1o expand our network in thls important market.

Filling Need Periods: To fill Scottsdale resort and hotel rooms during need periods,
the CVB will bulld upon last year’s program and invest In additlonal resoarces.
We will continuc to strategically target groups thal are meeting In competitive
destinations during our need periods In order to introduce them to Scoltsdale as
a meelings option.

FIRSTHAND BEXPERIENCES

Customers who experience Scottsdale firsthand are more Jikely 1o book a meeting, bring
a tour group or wrile about the destination. Hosting meeting planners, travel agents,
tour operators and media is a fundamental component of the CVB's program of work.
The CVB will farther Invest In the highly successful Site See & Fly Free sales program as
well as devote further resources to new familiarization tours (FAMs) and additional site
inspections to attract new custoners to Scottsdale. Niche FAMs are Increasingly fmport-
ant as customers teck accommodations and amenities tailored to their needs.




COMMUNITY PARTNERS

The CVB will seek new opportunities to support member businesses and community
initlatives thal enhance Scoltsdale’s tourism industry and unique character of place, such
as markeling downtown arts events nationally or connecting businesses with simllar
Interests in creating new visltor experlences that could boost our destination’s appeal.




OVERVIEW

‘The Scottsdale Conventlon & Visitors Bureau's marketing departiment brands Scotisdale
s an upscale kefsure and meetings destination through the use of advertising. high-end
collatere] and publicatians, online and emall outreach, event marketing and sponsor-
ships. ‘The department manages advertising, fulfiliment, online, creative services and
visitor services,

TARGET AUDIENCES
The CVB strateglcally largets the consumer, nieetings, and tour and trevel markets based
on compuchensive rescarch,

GEOGRARHIC TARGET'MARKETS.

Primery: Canada (Catgary, Edmorton, Taronta, Vancouves), Chicage, Los Angeles, Merr Yock, San Francisco
Secondary: Denvir, Phoenix

Target Markets: Based o0 our research, the CYE'S markeling progravms Tl be bargated 16 the highest-perlorming &nd
tighest-palerdlal feeder markels.
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High-Yahus Vidllor: The VB mackeling campalons bargét fflend braveders who spend more In Scottsdale.

BRAND POSITION

The CVB positions Scottadale as an upseale resort destination offering outstanding
weather, spas, goll, arls, outdoor adventure, shopping, dining ond nightlife, The CVB's
brand campalgn showcases the unique and surreal quslity of the Sonoran Desert by
Incorporating vibrant Imagery, rich textures and absiract scenes that capture the unigue
spirit of Scottsdale’s target audtence.




Samples of current brand ads
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PROGRAMS
Many marketing programs are open for CVB member parlicipation. Por speclfic oppor-
tunities, refer to the online schedule.

Media Plan

Each year, the CVB creates a media plan based on extensive research and strategic
planning to align Scoltsdale's Juxury message with the appropriate mediums to target
our niche audiences. By buying regional media, the CVB ls able to most effectively reach
potentlal visltors in key feeder markets. To extend the reach of Scottsdale’s messages and
maximize Individual branding potential, the CVB encourages members to purchase ad
spuce near CVD advertising at preferred member rates.

Consumer Promotions

Promotions add value to advertising campaigns, highlight events, and create relationships
with potential visitors. Promolions often include a giveaway and are promoted through
an “enter-to-win™ web page, print ads, email, direct mail or soclal media,

Relationship Markeling

We malntain permission-based databases for leisure travelers, meeting planners and
travel prolessionals. These databases arc used for direct mall and email to keep Scolts-
dale top of mind with people who have already visited, expressed an interest in visiting,
o it the profile of our target audience.

Publications & Promotional Muterlals

The CVB produces a varicly of publications including the Experience Scotisdale visitor
guide, the primary fulfillment piece for leisure travelers. Other publications available

to visitors include the Sonoran Desert Discovery Guide, as well as online downloadable
guldes such as the Western List and Kids' List. To assist meeting planners, travel agemts
and tour operators, the CVB produces the Discover Scotisdafe meeting and travel planners
guide and offers high-quality promotional imaterfals thal can be used to gell Scottsdale,
Including brochures, maps, posters, photos and videos.

Online Marketing & Social Media

ExperlenceScottsdale.com is the CVB's primary website. As part of our online marketing
sirategy, pay-per-click advertising and search marketing programs drive visitors to the
CVB webslte. We also maintain an active presence on soclal media sites such as Facebook,
Twltter, YouTube, Pinterest and Instagram to further promote Scottsdale. In addition,
the CVB uses videos, a mobile website and interactive guides to provide greater access to
Information online,

Event Marketing

‘The CVB partiers with the City to supporl special events by incorporating them Into
our advertising, visltor guides, website, emals and social media outlets to help drive
incremental visitatlon to Scottsdale during their event. The CVB also provides visltor
services at several events. In addition, the CVB works with the City and special evennt
venues Lo secure new events that fill room nights and atiract new customers to Scotisdale.

Visitor Services

The CVB operates a full-service visitor center at the Galleria Corporule Centre and provides
the services of m conclerge at Scoltsdale Fashion Square. These locations provide visitors
with destination information and personsl help from visitor center conclerges. In addition,
the Galleria location displays CVB member brochures. The CVB regularly visits conclerges
at area hotels to provide CVB publications and update them on Scottsdale amenities.
Members can request visitor guldes from the CVB to distribute 1o guests.




ar . 3
LOPPEIP LD L L PR

OVERVIEW

The Scottsdale Convention & Visitors Bureaw's communications departinent garners
positive publicity for Scotisdale as a premier travel and mectings destination. Through
the voices of credible journalists, the CVB is able to Increase awareness for Scotisdale,
position it as a world-class destination, and ultimately Increase demand. In markets
where advertising dollars are scarce or nonexistent, commuanications programs are the
most Important tactkc used to generate awareness for Scottsdale.

TARGET AUDIENCES
Targeted, positive medla exposure in print, broadcast and online mediums frequently
generates interest In Scottsdale.

Domastic: Chdcaga, Denver, Los Angebes, Hew York, Phoealx, San Trardisco

Internationak: Canada, France, Germany, Mexico, United Kingdom
Targel Markets: 1ha CVE's communicalions progeams vill be lecusod bn [he plorementioned markels, which are key
lo reachiag polendial visdlors and Impaclant sedis sullets

PROGRAMS
Many communications programs are open for CVB member participation. Por specific
opportunitles, refer to the online schedule.

Medla Misslons & Trade Shows

The CVB targels members of the press in key cities with one-on-one editorial meetings,

receptions and other special events. These inissions allow the CVB to target high-caliber
Journalists with strateglc messages and build relationships. When possible, the CVB also
attends travel trade shows to establish and further develop media relationships as well as
share story ideas.

Media Familiarization Tours

‘The CVB encourages qualified Journalists to experience Scottsdale firsthand. Media
who visit typically produce better coverage and write more often about the destination
than those who have not visited. ‘The CVB facilitates these individual and group visits by
providing story Ideas and coordinating customized hinerarles with the support of our
members, who provide accommodations, mcals and aclivitics. Group tours are often
produced around specific drivers or special events 1o attract niche media.

The CVB also hosts a bi-annual travel writer conference, Travel Classics West, which
provides an addlitional way to Introduce top editors and freelance writers to the destina-
tion. When the conference Is In another city, a CVB representative attends as a sponsor
to maintain and develop media relationships.

Media Resources
‘The CVB’s resources provide story ideas, enbance editorial covernge and help the CVB 1o
bulld relationships with media.

+ Press Kits: The CVB's general and golf-specific press kits are used for media
fulfiliment. Press kita are available on flash drives and online; some materials
are available in other languages.

+ Press Releases: Throughout the year, smedia are largeted with news and feature
relcases, which often Incorporate information submitted by CVB members.




"

« Customized Pitches: Customized pitches allow the CVB to tallor the message toa
publication and {15 audience in order to eecure thorough, high-value coverage.

« Destiuation Images: The CVB provides media with video foolage and images to
enhance Scotisdale editorial.

» Scottsdale Travel News: This monthly e-newsletter updates more than 4,800
domestic and internatlonal media on what's new in Scottsdale. Niche versions
are distributed to media coverlug golf, culinary, erts and cullure, 2nd meetings;
while Internationel versions ere sent perlodically In Spanish, French and German.

« Scottsdnle Sun News: This printed newslclter, which ts sent in March and September,
provides destination Information for travel agents, tour operators, meeting planners,
and Lhe media that cover theze markets.

Public Relatlons Representatives

The CVB contracts with internationa! public refations representatives in Canada, the United
Kingdom and Genmany Lo heve a more consisteni presence in these markets, The CVB
also contracts with a domestic agency with offices in New York and Los Angeles 1o
help us further penetrate these media-rich <ities. In additlon, the CVB pariners with a
local golf-focused marketing and public relations agency. Our representetives help build
relationships with media In their respective markets, respond to media requests, distrbute
press malerials, coordinate media visits to Scotisdele, and advise the CVB regerding
opportunities to further our positioning.




OVERVIEW
The Scotisdale Convenlion & Visilors Burean's canvention sales and services department

provides degtination educatlon to meeting planners and assista with securlng space and
tervices for meeting and Incentive programs.

TARGET AUDIENCES
In Scottsdale, an estimated 40 to 50 percent of all resort and full-service hotel business
resulte from meetings-related travel.

Corporate Meetlngs )

More than half of meetings booked by the Scousdale CVB are from the corporate sector,
Inchuding healthcare, high tech, financial, manufacturing, insurance, pharmaceutical and
retail.

Assoclatlon Meetlngs

Associatlon meetings Inchade major conventions, as well as board meetings, irsining/
educationnl seminars, professionalftechnical ioeetings, and reglonal/local chapter meetings.
These meetings account for nearly 2 guarter of the CVB's bookings.

Niche Meetings '

Niche markets include sports and the SMERF market (soclal, military, educattonal,
religious and fraternal meetings). These groups, which sccount for a quarter of the CVBS
bookings, often are looking for vahte when selecting a meetings destination, which
makes them a good {it for Scottsdale during the shoulder and summer seasons.

Business Declslon Makers

Each of the abovr target audicnces are influenced by high-level decision makers within
thelr own organizations, The CV B3 marketing and sales teams work callectively with
the CVB'a board of directors and coromunity pariners to attract these executive declsion
makers to experience Scoitsdale firstharid with the uliimate goal of earning a tpot on
thelr coveted consideration list for future meetings business.

Third-Party Planners

Meetings from third-party planners account for nearly half of the CVB's bookings. Much
of this can be atirtbuted to the CVB's relationships with third-parly meetings services
companies such a¢ HelmsBriscoe, ConferenceDirect and Experlent.

PROGRAMS
Many convenlion sales and services programs are open for CVD member participation.
For specific opportuntties, refer to the online schedule.

Generating Leads

The CVB customizes all meeting planners’ requests for accommodations, meeting space
and other types of services and does not produce o convention calendar. This not anly
protects the privacy of our clients, but also ensures that only those companies that fit
thelr needs will be In contact with them. The CVB works closely with both clients and
members (o ensure & great match between the needs and wants of a client and the prod-
ucts and services of our members. In addition to leads generated fram our own efforts,
the CVB akso has agreements with Cvent, Starcite and DMAT's EmpowerMINT to generate
Incremental leads for the destination,

Trade Shows & Sales Calls

The CVB connects face-to-face with meeting planners at select trade shows, which
typlcally generate immediate leads for CVB members. Often hn conjunction with a trade
show, the CVE will conduct sales calls to conneéct with additlonal planners. Members
frequently are able to pariner with the CVB for these events, Increasing Scottsdate’s
presence in a market.
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Familiarization Tours & Slte Inspections

To glve clients a firsthand experlence of Scottsdale, the CVB coniducts two large inesting
planner familiarization tours (FAMs) - the Sunsatlonal FAM in spring and the Explore
the American Southwest FAM In fall. In addition to these larger FAMS, the CVB hosts
smaller niche FAMs. When possible, FAMs ore produced around special events. These
FAMs provide en apportunity for members to showcase thelr properties and services
to highly qualified meeting planners who are actively consldering Scottsdale for fu-
ture programs. In addition to FAMs, smaller and more customized site Inspections are
coordinated (hroughout the year for qualified clients, The CVB's “Site See & Fly Free on
Us" program encourages planners with an active plece of business to fty free on usto
experience a custamized sile tour to see firsthand what mokes Scottsdale one of the top
meetings destinations.

Cllent Outreach

Clienls are contacted during the course of the year vla direct mall, phone calls and
emails to generate awareness, keep Scottsdale top-of-mind, and update customers on
new amenitles and products in Scottsdale.

Adveriking & Public Relatlons

The CVB also reaches meeting planners through advertlsing In predominant trade
publications, through emal) blasts and in online RFP tools such as Cvent and Starclte.
Inaddition, the convention sales end communications teams work together to keep
Scottsdale top of mind with medis from key meetings publications.

Conventlon Services

By efficlently matching the planners’ requests for destination management services,
off-property venues, speakers, wholesale gifis and other types of services with member
businesses, the CVB atreasnlines the planning process and makes the planners job
casler. The CVB also helps planners boost sttendance for their programs by providing
compiimentary materlals such as photos, videos, brochures, posters, visltor gukdes and
welcome leilers.

Convention Sales Representatives

The CVDB contracts with a meetings agency In Canada to eugment the CVB group aeles
efforts in one of Scottsdaled nwost Important international markets. The agency assists
the CVB In generating Incrememtal keads from Canadian corparations and assoclations
not currently in our database, as well as developing programa to reach targeted vertical
end geographic markets in Caniada,
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OVERVIEW

The Scotlsdale Convention & Visitors Bureau's tourlsm department provides destinatlon-
education to trave] agents end tour operators to help them best capture the Scottsdale
experience for thelr dients and to ensure that Scoltsdale stands cut as a unique destination
in tour operator product Inventories throughout the world. The department also promotes
Scottsdale to International meetings groups.

TARGET AUDIENCES

The CVB's tourism programs are tergeled 10 lour operatort, alrline vacation divisions,
online tour operators and travel agentsin the followlng markets: United States, Caundz,
Mexlco and Europe.

United States

The top 10 revenue-producing markets for domestic visitors to Scottsdale are New York,
San Francisen, Chicago, Los Angeles, Seattle, Denver, Washington D.C., Philadelphla,
Minneapolis, and Dallas-Fort Worth, The average visitor stays for 5.9 nights and spends
$400 per person per day. Favorite activities Include dining, shopping, visiting downlown
Scoltsdale, day trips, and Western culiure and attractions.

Canada

Canada Is Arizonas top-grossing international market by overall expenditures, Because
more of the Canadian workforce Is sélf-employed and on contract, they are not forced
to take vacation only during Chrlstmas break, March break or summer. Therefore, many
of Canadals residents look to the United States for a quick escape many times during

the year. Canadian visitors traveling to Arlzona come primarily by air (64 percent}, but
34 percent drive to Arlzona. Based upon direct deplenements by deperture clty, visitors
maost often come from Calgary (34 percent), Vancouver (22 percent), Bdmonton (2t
percent) and Toronto (14 percent).

Mexico

Mexlco bs the second highest source of international visitors to the United States. Favarite
vacation activitles of the Mexican traveler indude shopping, dining and visiting historical
places. Their peak travel times are the week of Easler, months of July end August, and
the Christmas holiday. Travel packages that Indude added valze such as complimentary
nights, complimentary breakfast or room upgrades are most poputar. Visitors from
Mexico to the United States stay an average of 3.8 days and spend an average of §1,413
per trlp. In 2011-12, 21 of Mexicds 80 tour operators Included Arizona In their US.
product offerings.

Europe .

Scottsdale’s key target markets in Europe are the United Kingdom, Germany and France.
Vishors from these countries tend to spend more and stay langer, and often visit Scotts-
dale during the summer months. European visitors come to Atlzona for the wide open
spaces and natural attractlons.

Saurces: Arizona Office of Tourism, City of Scotisdale, Scotisdnle Conventlon & Visitors
Bureout

PROGRAMS
Many tourism programs are open for CVB member participation. For specific opportu-
nities, refer to the online schedule,

Generating Leads

The tourism depariment generates leads for CVB members. Once a tour nperator has
established o relationship with a Scottsdale hotel, the CVB introduces new Itinerary ideas
to enhance the experlence for customers and hopefully Increase the number of nights
bocked for a Scottsdale vacation.




Trade Shows & Sales Misslons

The CVB cosninects face-to-face with travel professionals at select trade showa, which
generate immediate leads for CVB membera, In eddition, the CVB conducts sales mis.
sions, client cvents and educational seminass In key markets to cultivate relationships
with rew clients and nreet with long-tesm ciients. During one-on-one cient meetings,
the CVB reviews travel catalogues to ensure that Scottsdale hotels and resorts are
properly featured within a Scottsdale-branded section, as well as the destinatlon being
prominently featured In the catalogue and possibly even hightighted on the cover.

Famillarization Tours & Site Inspections

‘The CVB hosts familiarization tours (FAMs) for trave] professionals ta incrense thelr
overall knowledge of the destination by expertencing it firsthand. These FAMs and site
inspections provide an opportunity for members to showcase thelr properties, services
and events to travel professionals who are actively seeking new product to sell,

Product Tralnlng Seminars

‘The CVB conducts In-person and anline product Iraining sessions for travel industry cli-
entele and reservation agents who sell Scottsdale hotels and activities. These seminars are
o valuable tool for increasing room-night bookings to the area - the more Information
each agent absorbs, the easler the destination Is to sell to the lelsure traveler.

Relationship Marketing

Tourlsm clients are contacted durlng the courte of the year via direct maltand ematl to
generate evareniess, keep Scottsdale top-of-mind, and update customers on new ame-
nitles and products in Scottedale, Seasonal package promotions are emalled to travel
agents to promote fall, spring and summer speclals from CVB members.

Trade Cooperative Marketing

To drive more travelers to purchase Scottsdale vacatton packages, the CVB partnexs with
international and domestic tour operatars to create trade coopentive marketing cam-
paigns in thelr respective cities and countries. These pramotions are organized around
seasonal trave! packages or a Scottzdale vacation contest. The CVB matches the nominal
cost Incurred by the tour operator to execute the promotion and in turn receives expo-
sure In every medium of the prometion {e.g. print ads, direct mail, In-store displays).

To gain additlonal exposure, the CVB cultivates aflinity marketing partnerships with
companies outside the tourism Indusiry who share a similar target audience. These
layered compalgns often include in-store promotlons, magazine ads and editorlal, direct
mall, email and catelogues. The cooperalive efferts benefit the CVB and the parinering
company, a3 well as travel agents who are often Included as 4 call-to-ection for those
interested In booking a Scottsdale vacation. Collected consumer Information also allows
the CVB to provide additlonal informatlon to potential visitors.

Services

The CVB also helps trave] professionals to sell Scoitsdale by providing complimentary
materials such as photos, videos, brochures, maps, posters, visitor guldes and itinerary
Ideas, Many travel professionals include Scottadale promotlonel pleces with liinerarles
for clients «wwho have purchased a Scottsdale vacation,

Tourism Representatives

The CVB works with trade representatives in the Unlted Kingdom, Germany, Canada
and Mexlco. Our representatives respond to travel Industry requests, participate in Irade
shows, and conduct educational seminars and sales missions {n an effort to promote
tourlsm to Scotisdnle,




FULL- & PART-TIME STAFF

EXECUTIVE OFFICE

Rachel Sacco

Preiident & CEO

{480) 949-2160
riacca@scoltsdatecyb.com

Rita Pavon)

Execulive Assigtant

(480) 949-6295
rpavoni@scoltsdatecvb.com

MARKETING

Caroline Stoecke]

Yice President of Marketing
(480) 429-2246
cstoeckel@scottsdalecvb.com

‘Kelly Tope

Senfor Marketiug & Content
Mounger

(450) 889-2714
ktopePscottsdalecvb.com

Michcle Grace

En’ “; Fﬂfﬂbmﬂ o Vhﬂ‘or
Services Coordinior

(480) 859-2710
mgrace@scotisdalecvbcom

JoAnne Zeterberg
Crentive Divector

Charlty Soyder
Art Direclor

(480) 349-217%
canpder@scoltsdalecvheom

Brian Trumme!

Graphic Designer

{480) 885-2708
birummel@scotisdalecyb.com

Christopher Crasby
Graphlc Designer

(430) 889-2713
ccroshy@scotisdalecvhcom

Tosh Kenzer

Senlor Onkiue Marketing Mannger
(480} 949-6280
Jrenzer@scotisdatecvb.com

Mitchel) Toy

Online Marketing Specialist
{480) 889-2712
mtay@scolisdulecvb.com

19

Jason Martin

Warehotse Specialia

(480) 869-2720
jmurting@scottsdalecvb.com

Sharon Wsunomlya

Vishters Center Mannger

(480) 421-1004
sutsunomiya@scoltsdalecvbucom

Sue Riwchle

Visitors Center Conclerge
(480) 421-1004
sritchle@scotisdalecvb.com

Diane Torosian

Visltors Center Concierge
{480) 421-1004
dtorostan@scotisdalecvb.com

Judi Simons

Visitors Ceuter Corclerge
{480) 421-1004
Jimons@scottsdalecvb.com

Nancy Fortenberry

Visitors Center Concierge

(480) 421-1004
nfortenberry@scottsdatecvb.com

COMMUNICATIONS

Leura McMurchie

Vice Fresident of Commmizations
(480) 4292253
hiemurchieg@scottsdalecvb.com

‘Tatum Luoma

Director of Puldic Relatlons
{480) 889-2719
thuoma@scoltsdaltecvb.com

Mepnn Nelighbor
Communications Coondiuter
{480) B89-2716
mncighbor@scotisdalecvb.com

Melanle Bleile
Communleatlons Asssiant
{480) 429.2254
mblelle@scoftcdalecvhycom

CONVENTION SALES
& SERVICES

Kelll Blubanm, CMP

Vire President of Carvention Sales
& Services

{430) 949-6293
kblubaurn@scottsdalecvb.com

Courtney Berrymen, CMP
Natforal Sales & Servioes Manager
(480) 949-6287
cherryman@scoltsdalecyb.com

Stuart Brans

Natioral Sales Manager
(480) 949-2247
sevans@scotisdalecvb.com

Tracy Jackeon

Nrtional Sales Manager
(480) 949-2163
acksen@scoitsdalecvb.com

Erlke Pumphrey
Nnttonal Sles Manager

(480) 949-6297
epurphrey@icottsdalecvb.com

Kimberty Urich, CMP
National Sales Manager
{450) 949-2164
kurlch@scotisdalecvb.com

Kelsey Guthrle, CMP

Safes Project Manager

(430) 429-2257
kguthrie@scotisdalecvb.com

Sharon Strauss

Sales Assistent/CoondInator
(480) 429-2248
sstmuss@ecettsdalecvb.com

Tamuny Seltz
Sales Auistant

{480) 889-2711
tseltz@scottsdalecvb.com

TOURISM & MEMBERSHIP

Deanne Boyaten Grupp

Vice President of Tourism

(450) 949-6285
dbomtongrupp@scottsdatecvb.com

Sarah Kearney

Tourlstn Sales Manager
(480) B89-2705
tkearney@scottsdalecvb.com

Ssrah Escobedo

Tourlum Sales Mannger

{480) 949-2161
sercobedoBucottsdalecrbicom

Mary Carlson

Tourlsm Coordinator

{480) 889-2715
mcarbion@seotisdalecvb.com

Brent Gumbert

Membershilp Development Manager
(4B0) 389-2706
bgumbesi@ecoltadalecvb.com

Valerle Cherry

Membership Assistont

(430) 889-2713
veherry@scortsdalecvbieem

COMMUNITY &
GOVERNMENT ARFAIRS

Rachel Pearson, ABC

Vice President of Conumurity
& Gorernnient Affair

(480) 429-225%
rpeeson@acoilsdalecvbcom

Megon Doyle

Commundly Affairs Coordinntor
{480} £:89-2704
radoyle@scottsdalecvh.com

ADMINISTRATION

Genia Kehayes, CPA

Vice Presiderd of Finance

& Adwilnistration

{480) 949-2162
gkehayes@scottsdalecvb.com

Marilys Smith

Accouniting & HR Assistant
{480} 949-6292
msmith@scotiadalecyb.com

Clndy Smith
Accouniant

(430) 839-2703
csmith@acottsdalecvh.com

Eric Paschal, MCITP, MCTS
Director of IT

(480) 949-6235
cpaxchal@scottsdalecvb.com

Adam Gonzales
Techunlcal Sepport Spectalist
(480) 889-2722

agonzales@scoltsdalecvbcom




BOARD OF DIRECTORS

EXECUTIVE COMMITTEE ROART MEMBERS

Michacl Surguine, Chainman Steve Asl Alan Klein
Sanctuary on Camelback Mowniain ‘e Boulders Resort the Saguaro
Resori and Spa

Kate Blrchler Jell Lessig
Jack Miller, Vice Chalr Macerich SunRidge Canyon Golf Chd
Falrmoni Scoitsdale Princess

Don Carson Blessing McAnlis-Vasquez
Andrew Chippindall Don & Charliey Restaunnint Salt River Pima-Marlopa Indian Conviunity
Hote! Yalley Ho

Del Cochran Councilman Dennils Robbins
John Holdsworth Grayhawk Golf Club City of Scotisdale
TLX Inc.

Councllman Paul Dembow Arnold Roy
*Mike King Town of Paradise Valley Frank Lloyd Wright's Taliesin West
Gammage & Burnham

Margaret Dunn Dan Schwelker
Peter Rice Olite the Trotley China Mist Brands
Hyntt Regency Scotisdale Resori
& Spa al Gainey Ranch Kathleen Glenn Tom Sllverman

Tourlsen Development Commmission Chair / Chaparml Suites Scottsdale
*Rachel Sacco Hello Arizona!
Scottsdale Convention o Visitors Burenu Fred Unger

Steve Helm Spring Creek Development

Scottsdale Fashion Square

*Ex-officle Member
C.A. Howlett
Comninity Member

COMMUNITY PARTNERS

SCOTTSDALE TOURISM

DEVELOPMENT COMMISSTION

Kathleen Glenn, Chalr
Hello Arizonal

Ace Balley
Ultinstte Art & Cultural Tours

Tom Enders
Troon Golf

Carl Grupp
Royn! Palnis Resort and Spa

Ren Hirgse
W Scottsdole Hotel & Residences

Robb McCreary
Talking Stick Resort

David Scholeficld
Fairmont Scolisdale Princess

Steve Gelogamah
City of Scoilsdale (siaff Faison)

CITY OF SCOTTSDALE

Mayor Jim Lane

Councllwoman Suzanne Klapp
Councllweman Virginla Korte
Councilman Robert Littlefield
Councllwoman Linda Milhaven
Councliman Guy Phillips
Councllman Dennls Robbins
Interim Clty Manager Dan Worth

TOWN OF PARADISE VALLEY

Mayor Scott LeMarr

Vice Mayor Michael Collins
Counciiman Paul Desbow
Councllwonian Pam Kirby
Councllmen Dan Schwelker
Councllman David Sherf
Councllwoman Lisa Trueblood
Town Manager Jim Bacon

FORT MCDOWELL YAVAPAI
NATION

President Dr. Clinton Patlea

Vice President Bernadine Burneeite
Councliman Paul RusseH
Councliwonan Panay Thomas
Secretary Selena Caslaneda
Treasurer Pamela Mott

General Marager Phtlip Dorchester

SALT RIVER PIMA-MARICODPA
INDIAN COMMUNITY

Prestdent Disne Enos

Yice President Martin Harvier
Councilman Thomas Largo
Councllnan Ricardo Leonard
Councilman Delbert Ray
Councllwoman Lorns Ray
Councilwoman Willardine Sampson
Counncllwoman Deanna Scabby
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Scottsdale

Conventlon & Visitors Bureau®

FY 2013-14 Communications Program of Work
{*open to member particlpation)

JULY 2013

*Arizona Governor's Conference on Tourism — hdy 10-12, 2013
This conference provides a forum for professionals from destination marketing organizations, tour
operators, attractlons, alrlines, accommodations and other hospltality related organizations to come
together to discuss marketing strategles, partnership opportunities and critical Issues facing the Arlzona
tourism Iindustry.

®  lLocation: JW Marrlott Starr Pass Resort & Spa, Tucson, AZ

s (VB contact: Laura McMurchle at [mcmurchie@scottsdalecvb.com or 480-429-2253

*Denver Media/Cllent Event ~ July 23, 2013
The Scottsdale CVB's communlcations, marketing, tourism and convention sales departments will
partner to host an event for Denver-area media, meeting planners and travel professionals at a Colorado
Rockles game. This event will give participating members the chance to present their company’s
informatlon to media and clients In this key feeder market. While Denver i a small medla market, It
ranks sixth for domestic feeder cities to Scottsdale and is particularly Important In luring these visitors
during Scottsdale’s peak season. Increased direct flights from Denver to Phoenix, Colorade Rockles
spring training at the Fields at Talking Stick and the bureau’s targeted marketing iIn this reglon have led
to a steady increase In Denver srea visitation to Scottsdale,

* Estimated Medla Attendance/Interaction: 10-15 Denver-area Journalists

= Location: Denver, Colorado

s CVB contact: Tatum Luoma at tiuoma@scottsdalecvbh.com or 480-889-2719

AUGUST 2013

*Calgary Medla Event — August 14, 2013
Prior to Travel Classics West, the CvB will host a dinner for top media In Calgary. Alberta has a small
base of media with limited outlets, but It Is Important to tell our Scottsdale storles In this market as
Calgary ranks second for Canadian visitation to Scottsdale and number two in spend.

* Estimated Media Attendance/interaction: 10 editors/writers

* lLocation: Calgary, AB, Canada

® CVB contact: Laura McMurchle at Imcmurchle@scottsdalecvb.com or 480-425-2253




Attachment No. 4

Destination Marketing Services Agreement
FY2013-2014 Program of Work Performance Standards

Convention Sales

bl

Generate 1200 convention sales leads for Scottsdale properties.

Conduct 160 customer interaction/site inspections for Scottsdale properties.
Confirm 383 convention bookings for future dates.

Confirm convention bookings for future dates resulting in 103,500 room nights.

Convention Services | :

1.

Generate 240 non-hotel leads to Scottsdale SCVB members.

Travel Industry Sales

1.

2.

3.

Generate 1,500 domestic and international tour program leads and services for
Scottsdale properties/venues.

Promote Scottsdale as one of the world's top leisure destinations to 3,300 targeted
clients.

Generate a minimum of 2.7 million travel agent impressions via destination product
offering in domestic and international tour operator catalogues.

Communications

1.
2.
3.

Generate 1000 travel articles about Scottsdale.
Reach a minimum of 1.5 billion readers/viewers through editorial placement.
Generate publicity with an equivalent advertising value of at least $16 million.

Marketing

1.
2,
3.

Convert a minimum of 73% of CVB inquiries into Scottsdale visitors.

Generate economic impact of $120,000,000 associated with the CVB’s visitor inquiries.
Generate no less than a total of 25,000 inquiries from high demographic customers in
International and Domestic markets such as Canada, France, Germany, Mexico United
Kingdom, Chicago, Los Angeles, New York, San Francisco, Denver, Phoenix

Generate a minimum of 1,000,000 unique visitors to the SCVB website.

Page 1 of |



Scottsdale Convention & Visitors Bureau
Budget for Fiscal Year July 1, 2013 - June 30, 2014

Budget 2013-2014
REVENUE
Contracts
City of Scottsdale - Basic (50%) 6,994,500
City of Scottsdale - Camryover
City of Scottsdale - True-up
COS Pass-through Fiesta Bowl 276,345
COS Pass-through RnR Marathon
Total Clty of Scottsdale Funding 7,270,845
Town of Paradise Valley 1,032,025
Ft McDowell Yavapai Nation 100,000
Salt River Pima 100,000
State of Arizona - Prop 302 1,835,901
TOTAL CONTRACTS 10,338,771
Private Sector
Project/Program Revenue 1,000,000
Private Sector Carryover 38,000
TOTAL ALL REVENUE 11,376,711

REVISED Budget
2012-2013

6,528,958
81,948
126,855
265,717
80,000
7,093,278
850,000
75,000
100,000
1,793,608
10,011,886

1,078,800
87,664

11,188,360

Page 1 of 8

Attachment No. §

Budget 2012-2013

6,682,500
81,948

265,717
90,000
7,130,166
850,000
75,000
75,000
1,500,000
9,730,165

1,118,052

10,848,217



Scottsdale Convention & Visitors Bureau Attachment No. 5
Budget for Fiscal Year July 1, 2013 - June 30, 2014

REVISED Budget
Budget 2013-2014 2012-2013 Budget 2012-2013
EXPENSES

Personnel:
Salaries 3,361,355 3,070,877 3,140,877
Benefits 652,313 590,212 620,212
Payroll Taxes 261,332 238,911 258,911
TOTAL PERSONNEL 4,275,000 3,900,000 4,020,000

Marketing:
Advertising 2,682,294 2,801,025 2,451,170
On Line Advertising 515,902 518,693 450,000
Agency Retainer 131,000 112,307 131,000
Relationship Marketing 10,000
Printing 276,545 245 465 293,545
Production 135,000 360,640 167,000
Web Site Expenses 32,750 22,750 32,750
Event Sponsorships/Contract Obligations 346,345 442 217 471,217
Event Operating Expenses 120,000 107,000 187,000
Marketing Amenities/Promo ltems 45,000 35,698 47,500
Photography 44,500 93,330 100,600
Strategic Planning/Research/Prof Services 104,000 75,820 74,000
Postage/Fulfiliment 201,000 193,400 166,000
Call Center 3,535 3,535 3,535
Operations/Travel 61,900 53,600 59,900
TOTAL MARKETING 4,699,771 5,065,480 4,645,217

Page 2 of 8



Scottsdale Convention & Visitors Bureau
Budget for Fiscal Year July 1, 2013 - June 30, 2014

Budget 2013-2014

Convention Sales & Services:

Local Meeting Expenses, Mileaga, Dues
FAMSs

Sales Calls/Missions
Tradeshows/Conferences

Meetings Sponsorships

Prospect Marketing and List Purchases
Sales Training

Client Events

TOTAL CONVENTION SALES

59,000
31,000
49,000
254,500
15,000
134,000
9,500
74,000

676,000

REVISED Budget
2012-2013

70,000
72,000
64,000
186,000
15,000
137,000
9,500
56,500

610,000

Page 3of 8
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Budget 2012-2013

70,000
72,000
64,000
186,000
15,000
137,000
9,500
56,500

610,000



Scottsdale Convention & Visitors Bureau

Budget for Fiscal Year July 1, 2013 - June 30, 2014

Tourism:

Lacal Meeting Expenses, Dues, Postage, Supplies
Trade Representation, Co-op Programs, Sponsorships
FAMs/ Site Inspections

Tradeshows, Conferences

Sales Missions/Product Training

TOTAL TOURISM

Budget 2013-2014

65,500
109,000
15,000
70,000
64,500

324,000

Attachment No. 5

REVISED Budget

2012-2013 Budget 2012.2013
65,500 65,500

118,000 108,000

15,000 15,000

70,000 70,000

64,500 64,500

333,000 323,000
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Scottsdale Convention & Visitors Bureau Attachment No. 5

Budget for Fiscal Year July 1, 2013 - June 30, 2014

REVISED Budget
Budget 2013-2014 2012-2013 Budget 2012-2013

Communications:
Local Meeting Expenses, Mileage, Dues 25,000 40,000 40,000
Golf Marketing 75,000 80,000 80,000
PR Contracts/Expenses 205,000 97.000 97,000
Conferences & Media Forums 10,000 52,000 52,000
Incoming Media Program 80,000 110,000 110,000
Trade Shows 10,000 10,000 10,000
Media Missions/Events 95,000 85,000 85,000
Media Resources 50,000 34,000 34,000
Corporate Communications 27,000

TOTAL COMMUNICATIONS 550,000 508,000 §35,000
Community & Government Affairs
Local Meeting Expenses, Mileage, Dues 5,500 3,250
Research 40,000 -
Community & Government Affairs 6,000 3,500
Annual Meeting 20,000 15,400
Media Resources 2,500 2,300

TOTAL COMMUNITY & GOV'T AFFAIRS 74,000 24,450
Membership:
Telephone 750 750
Copier Expenses 750 750 1,000
Postage 800 80O 1,000
Office Supplies 500 500 1,000
Local Meeting Expenses, Mileage, Dues 1,000 1,000 4,000
Member Materials/Communication 1,200
Professional Services 3,000

Page 50f 8



Scottsdale Convention & Visitors Bureau
Budget for Fiscal Year July 1, 2013 - June 30, 2014

Newsletters

Seminars

Out of Town Travel
Sponsorship Fulfillment

TOTAL MEMBERSHIP

OVERHEAD COSTS:

Operations:

Software
Network Equipment
Office Equipment/Furnjture
Training:

Computer Training

IT and Accounting
Maintenance Contracts
Office Rent
Bank Fees
Credit Card Fees
Payroll Fees
Property Taxes
Corporate Insurance
IT Professional Services
Audit Professional Services
Legal Professional Services
Human Resources Services
Internet Access
Telephone Lines & Long Distance
Fax Expenses
Cable TV

Budget 2013-2014

1,200

5,000

5,000
3,000

12,000
12,000
45,000
270,000
400
7,500
7,000
1,000
27,000
148,000
13,500
18,000
10,000
25,000
12,000

850

REVISED Budget
2012-2013

1.200

5,000

65,500
19.470

5,000
18,000
48,000

265,000
400
5,000
6,500
800
30,000
38,000
13,000
15,000
10,000
25,000
20,000

850
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Budget 2012-2013

2,000
1,800

15,000

5,000

5,000
19,000
45,000

260,000

1,000

5,000

6,500

1,500
30,000
50,000
13,000
38,000
10,000
20,000
30,000

1,000

1,500



Scottsdale Convention & Visitors Bureau
Budget for Fiscal Year July 1, 2013 - June 30, 2014

Budget 2013-2014

Copier Expenses 5,000
Postage 4 500
Office Supplies 12,000
Dues & Subscriptions 80,000
Employee Recruitment/Relations 9,000
Printing 500

TOTAL OPERATIONS 727,250

REVISED Budget
2012-2013
5,000
4,500
10,000
78,000
9,000

693,120
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Budget 2012-2013
18,000

5,500

12,000

60,000

12,000

1,000

650,000



Scottsdale Convention & Visitors Bureau
Budget for Fiscal Year July 1, 2013 - June 30, 2014

Board & CEQ:

HotelierfMember Meetings
Telephone Lines & Long Distance
Office Supplies

Board of Directors

Local Staff Travel

Local Meeting Expense

Dues & Subscriptions
Conferences/Professional Education
Out of Town Travel

Copier Expense

Postage

TOTAL BOARD & CEO
Total "Overhead Costs"
As a Percentage of Total Revenue
As a Percentage of Clty of Scottsdale Revenue

TOTAL ALL EXPENSES
NET

Budget 2013-2014

4,000
800
2,000
300
15,060
11,000
2,000
1,000
9,000
500
100

45,750

773,000
6.79%
10.63%

11,376,771

REVISED Budget
2012-2013

4,000,
1,000
4,400
300
16,000
11,000
2,000
1,000
9,000
500
100

48,300

742,420
6.64%
10.47%

11,188,350
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Budget 2012-2013

4,500
1,000
4,400
10,000
16,000
5,500
2,000
1,000
5,000
500
100

60,000

700,000
6.45%
9.82%

10,848,217



Attachment No. 6

Hospitality and Promotional Agreement
Scottsdale Convention & Visitors Bureau and Fiesta Bowl

THIS AGREEMENT is made and entered into this 28th day of August, 2006, by and
between the Scottsdale Convention & Visitors Bureau, Inc,, an Arizona non-profit
corporation (“SCVB”), and Fiesta Events, Inc. (d.b.a. Fiesta Bowl), an Arizona non-profit
corporation (“‘Fiesta Bowl”).

WITNESSETH

A. The Fiesta Bowl and the Scottsdale community have had a long, mutually
beneficial relationship. Fiesta Bowl teams have stayed in Scottsdale resorts and practiced
at Scottsdale-area facilities for the past two decades.

B. SCVB and Fiesta Bowl desire to enter into an Agreement whereby both Fiesta
Bowl football ieams will lodge and practice in the Scottsdale area for the next twenty
(20) Fiesta Bowl games beginning in January 2007. SCVB and Fiesta Bowl desire to
enter into an Agreement whereby both footbal! teams that participate in the next five (5)
Bow] Championship Series (or commensurate governing body’s) National Championship
games staged in Maricopa County, Arizona will lodge and practice in the Scottsdale area
at any time these games oecur beginning in January 2007. SCVB and Fiesta Bowl desire
to enter into an Agreement whereby one Insight Bowl football team will lodge and
practice in the Scottsdale area for at least the next four (4) Insight Bowl games beginning
in December 2006. Lodging for Fiesta Bowl and National Championship teams must
meet Bowl Championship Series’ (or commensurate governing body’s) customary
standards with teams assigned to resorts as outlined in Section 1.1 of this Agreement.
The teams include the travcling party representing the participating teams, including all
university athletes, coaches and officials representing the football teams.

C. This Agreement is intended to benefit SCVB and the City of Scottsdale, an
Arizona municipal corporation (“City”) by promoting Scottsdale and tourism in
Scottsdale during the Fiesta Bowl and at other times.

NOW THEREFORE, in consideration of the mutual promises and obligations set forth
herein, the parties hereto agree as follows:

1. HOSTING. Fiesta Bowl shall do the following during the entire term of this
agreement:

1.1 Fiesta Bowl shall cause both Fiesta Bow!l and both National Championship
teams to lodge during the majority of their visit to Arizona in resorts that pay bed tax to
City or to the Town of Paradise Valley. Fiesta Bow] shall also cause one Insight Bowl
team to lodge during the majority of their visit to Arizona in a resort that pays bed tax to
City or to the Town of Paradise Valley for the next four Insight Bowl games beginning in
December 2006. Should Fiesta Bowl not be able to secure lodging for both Fiesta Bowl
and both National Championship teams in City or Town of Paradise Valley resorts that .



meets Bowl Championship Series’ (or commensurate governing body’s) customary
standards, Fiesta Bowl shall have the right to locate one Fiesta Bowl] team per year or one
National Championship team per year in years when a National Championship game is
staged in Maricopa County, Arizona, in a SCVB-member resort that does not pay bed tax
to City or Town of Paradise Valley. Fiesta Bowl is required to exhaust all possibilities
for lodging within resorts that pay bed tax to City or Town of Paradise Valley prior to
consideration of SCVB-member resorts that do not pay bed tax to City or Town of
Paradise Valley. Should Fiesta Bow] cause a Fiesta Bowl or National Championship
team to lodge in a SCVB-member resort that does not pay bed tax to City or Town of
Paradise Valley, Fiesta Bowl], in that year, shall cause a minimum of one additional Fiesta
Bowl group as defined in Section 1.4 to lodge for the majority of their visit to Arizona in
a hotel or resort that pays bed tax to City or to the Town of Paradise Valley.

1.2 Fiesta Bowl shall cause both Fiesta Bow] and both National Championship
teams to conduct the majority of their practices, scrimmages and rehearsals at facilities
within City and/or in facilities near City that are mutually agreeable between SCVB and
Fiesta Bowl. Fiesta Bowl shall also cause one Insight Bowl teamn to conduct the majority
of their practices, scrimmages and rehearsals at facilities within City and/or in facilities
near City that are mutually agreeable between SCVB and Fiesta Bow! for the next four
(4) Insight Bowl football games beginning in December 2006. City and SCVB agree to
not unreasonably withhold approval of practice sites necessary to provide the best service
possible to Fiesta Bowl, National Championship and Insight Bowl teams.

1.3 Fiesta Bowl shall be responsible for securing and renting its Scottsdale and
Scottsdale area practice facilities. No additional funds or reimbursement for practice
facilities’ renovations or maintenance will be provided by SCVB or City.

1.4 Fiesta Bowl shall cause a minimum of five (5) Fiesta Bowl or Insight Bowl1-
related groups per year representing a minimum of 2,000 hotel or resort room nights per
year to lodge during the majority of their visit to Arizona in resorts that pay bed tax to
City or to the Town of Paradise Valley. A minimum of three (3) of these groups per year,
representing a minirnum of 1,200 hotel or resort room nights per year, must be affiliated
with the Fiesta Bowl, instead of the Insight Bowl. In those years that Fiesta Bowl stages
a National Championship game in Maricopa County, Arizona, Fiesta Bow] shall also
cause & minimum of five (5) National Championship-related groups per year representing
a minimum of 2,000 hotel or resort room nighis per year, to lodge during the majority of
their visit to Arizona in resorts that pay bed tax to City or to the Town of Paradise Valley.
As outlined in Section 1.1, should Fiesta Bowl cause a Fiesta Bowl or National
Championship team to lodge in a SCVB-member resort that does not pay bed tax to City
or Town of Paradise Valley, Fiesta Bow], in that year, shall cause a minimum of one
additional Fiesta Bow! or National Championship, not Insight Bowl, group represcnting a
minimum of 400 hotel or resort room nights to lodge for the majority of their visit to
Arizona in a hotel or resort that pays bed tax to City or to the Town of Paradise Valley.
For purposes of this paragraph, a group consists of a block of hotel or resort room nights
documented by Fiesta Bowl and consumed by media, university alumni associations,
university tour operator groups, university bands, corporate and sponsor groups,



television networks, Bowl Championship Series (or commensurate govemning body) or
conference officials, who travel to Maricopa County, Arizona for the primary purpose of
attending or participating in the Fiesta Bowl, National Championship or Insight Bowl
games. Fiesta Bowl, National Championship and Insight Bowl teamns are excluded from
this definition of a group and are addressed separately in this Agreement. For purposes
of this paragraph, a room night is one hotel or resort room consumed for one night.

2. PROMOTION. Fiesta Bowl shall provide to SCVB and City the following
promotional benefits during the entire term of this agreement:

2.1 SCVB shall be the exclusive convention and visitors bureau and hotel
reservations servicc listed and/or promoted by Fiesta Bowl for the Fiesta Bowl and
National Championship games.

2.2 Fiesta Bowl shall promote within all Fiesta Bowl promotional and collateral
materials, and any National Championship game promotional and collateral materials
produced by Fiesta Bowl, the SCVB’s website address for an accommodations-booking
page located on www.experiencescottsdale.com.

2.3 Fiesta Bowl shall refer all Fiesta Bowl and National Championship game
customers, including callers and e-mail inquirics, sccking accommodations information
to the accommodations-booking page on www.experiencescottsdale.com.

2.4 Fiesta Bowl shall provide a prominent link from the home page of its website
to SCVB's accommodations-booking page on www.experiencescottsdale.com.

2.5 Fiesta Bowl shall promote the accommodations-booking page on
www.experiencescoltsdale.com to all incoming Fiesta Bowl and National Championship
game groups, such as alumni associations, booster groups, dignitaries and fans.

2.6 Fiesta Bowl shall grant SCVB power 1o appoint one representative to be part
of any committee that involves communicating/meeting with Fiesta Bowl and National
Championship game groups regarding game-rclated accommodations. Fiesta Bowl or
Insight Bowl officials shall remain the scle point of contact for discussions with bowls’
football tearns, the Bowl Championship Series, Bowl Championship Series’ conferences
and television networks for lodging arrangements.

2.7 Fiesta Bowl shall allow SCVB to take part in any promotional trips
scheduled by Fiesta Bowl to the markets of the participating or proposed participating
teams for Fiesta Bowl and the National Championship game. SCVB will pay for all of its
expenses related to these trips.

2.8 Fiesta Bowl] shall cause SCVB to receive a minimum of five (5) public
address announcements during each Fiesta Bowl and each National Championship
football game. The Fiesta Bowl and SCVB shall mutually agree as to the content of these
messages.



2.9 Fiesta Bow! shall provide to SCVB two (2) 30-second video board spots
during each Fiesta Bowl football game and during each National Championship game.

2.10 Fiesta Bowl shall provide to SCVB one (1) full-page advertisement in all
official Fiesta Bow] and Insight Bowl football game programs, Fiesta Bowl
Entertainment Guides and National Championship football game programs.

2.11 Fiesta Bowl shall prominently list “City of Scottsdale” and “Scottsdale
Convention & Visitors Bureau” on the sponsor recognition page in the Fiesta Bow] game
program, and in any other Fiesta Bowl and National Championship game publications,
websites, and collateral materials where Fiesta Bowl sponsors are listed or recognized.

3. BOSPITALITY. Ficsta Bowl shall provide to SCVB the following hospitality
benefits during each year of this Agreement, which SCVB shall use to entertain meecting
and travel planner clients, and also as fulfillment for Fiesta Bowl-related consumer
promotions established to generate Scottsdale visitor inquiries:

3.1 One (1) in-stadium suite with a minimum of 20 tickets for that suite to each
Fiesta Bow! football game and each National Championship football game for sole use
by SCVB. SCVB shall be responsible for all food and beverage expenses incurred for
this suite.

3.2 Thirty (30) tickets to each Fiesta Bow] football game and National
Championship football game. All of the tickets will be loeated in the best available “non
suite” category of scating.

3.3 Fifty (50) tickets to each Fiesta Bowl’s “College Football’s Biggest Party” or
equivalent pre-game party celebration for each Fiesta Bowl football game and National
Champtonship football game.

3.4 Eight (8) tickets to each Fiesta Bow! Pre-Game Party or equivalent event for
each Ficsta Bowl football game and National Championship football game.

3.5 Eight (8) parking passes to each Fiesta Bowl football game and National
Championship football game,

3.6 Eight (8) game tickets to each Insight Bowl.

3.7 Two (2) parking passes to each Insight Bowl,

3.8 Four (4) tickg-.ts to each Fiesta Bowl Ball.

3.9 SCVB and City agree that no Fiesta Bowl, Insight Bowl or National

Championship game tickets, suites, passes or advertising may be sold or resold by either
SCVB or City to any outside person or agency.



4. FIESTA BOWL BENEFITS. SCVB shall provide to Fiesta Bowl the following
benefits during each year of this Agreement.

4.1 SCVB shall cause City to provide Scottsdale poliee escorts to and from daily
practices and to and from all Fiesta Bowl, Insight Bowl and National Championship
football games to all teams that stay in hotels or resorts that pay bed tax to City or to the
Town of Paradise Valley. The police escorts will be provided at no charge to Fiesta
Bowl or the applicable teams or universities.

42 SCVB shall cause City to designate a Scottsdale police department
representative to inform and assist Fiesta Bowl, Insight Bow! and National Championship
game teams staying in Scottsdale with matters of public safety and security regarding the
teams’ respective stays in City.

43 SCVB shall aid Fiesta Bow! annually, upon request, with locating practice
facilities within City for use by Fiesta Bowl, Insight Bowl and National Championship
teams during their stays at SCVB-member resorts.

4.4 SCVB shall aid Fiesta Bowl annually, upon request, with securing rcom
blocks and rates at Scottsdale and Paradise Valley resorts at or under guideline rates set
by the Bowl Championship Series (or commensurate govemning body) for Fiesta Bowl,
Insight Bowl and National Championship game tcams.

4.5 SCVB shall secure annually for Fiesta Bowl’s use a block of 250 room
nights at resorts that pay bed tax to City or Town of Paradise Valley that can be used by
Fiesta Bowl throughout the year. Fiesta Bowl will pay a substantially-discounted rate for
these room nights, the exact rate to be paid by Fiesta Bow] for these room nights will be
mutually agrceable to Fiesta Bowl and SCVB. Fiesta Bowl will not be required to utilize
these room nights unless needed by and acceptable to Fiesta Bowl.

4.6 SCVB shall feature Fiesta Bowl and National Championship games within
SCVB’s destination marketing materials, including its web site (www.scottsdalecvb.com)
with a link to Fiesta Bowl’s web site.



4.7 SCVB shall pay Fiesta Bow] as follows for the hosting, promotional, and
hospitality benefits outlined in this Agreement.

Fiesta Bowl Games National Championship Games

1* Game--$210,000 1* Championship Game--$210,000
One Time--$500,000 2™ Championship Game--$245,670
2" Game--$218,400 3™ Championship Game--$287,400
3™ Game--$227,136 4" Championship Game--$336,217
4™ Game--$236,221 5™ Championship Game—~$393,327

5" Game--$245,670
6™ Game--$255,497
7% Game--$265,717
8" Game--$276,346
9 Game--$287,400
10" Game--$298,896
11" Game--$310,852
12" Game--$323,286
13" Game--$336,217
14" Game--$349,666
15™ Game--$363,653
16" Game--$378,199
17" Game--$393,327
18" Game--$409,060
19" Game--$425,422
20" Game--$442,439

Grand Total Cash after twenty (20) Fiesta Bow] Games, twenty (20) Insight Bowl
Gamcs, and five (5) National Championship Games: $8,226,018

In-Kind Police Services for twenty (20) Fiesta Bowl Games, twenty (20) Insight Bowl
Games, and five (5) National Championship Games: $300,000

4.8 Should the Bowl Championship Series (or commensurate governing body)
adjust its model for the hosting of championship games to an arrangement where the
National Championship game is played within the Fiesta Bowl game, Fiesta Bowl will
receive its regularly-scheduled payment for that Fiesta Bowl game, plus an additional
$50,000 from SCVB per National Championship game played within the Fiesta Bowl
game. No other separate or additional National Championship game payments will be
made for National Championship games played within Fiesta Bow] games.

5. PAYMENT SCHEDULE. Fiesta Bowl shall deliver to SCVB on or before October
1, 2006 an invoice for a one-time $500,000 payment indicating payment is due on or
beforc November 1, 2006, Fiesta Bowl shall deliver to SCVB on or before Qctober 1 and
January 1 of each year—beginning October 1, 2006—a payment request for 50 percent of
the cash amount due to Fiesta Bowl for that fiscal year, based on the payment amounts



listed in Section 4.7 of this Agreement. Payments will be due to Fiesta Bowl no later
than November 1 and February 1 for each game. '

6. TERM AND EXTENSION. The term of this Agreement shall begin August 2006
and expire the earlier of August 31, 2030, or the date that 20 Fiesta Bowl football games,
20 Insight Bowl football games, and five National Championship football games have
been played.

7. GAME INTERRUPTION. The parties believe that the Fiesta Bow! and the Insight
Bow] will be played in Maricopa County, Arizona every year and that the National
Championship Game will be played every fourth year in Maricopa County, Arizona
beginning in January 2007. Should any of these regularly-scheduled football games not
be played in Maricopa County, Arnizona, during any year of this Agreement, SCVB shall
not be obligated to provide Fiesta Bow] with any payment or other performance for that
year for that football game and Fiesta Bowl shall not be obligated to provide SCVB with
any of the promotion, hospitality benefits or other performance for that year for that
football game. The game paymentis shall be made in the order and in the amounts listed
in paragraph 4.7. For example, if the National Championship Game is not played in
Maricopa County, Arizona in 2015, then 1) no payment shall be made for the National
Championship Game in 2015; 2) the amount of the next Nationa! Championship Game
payment shall be the amount that would have been paid in 2015 had the National
Championship Game been played in 2015, and 3) the amount of each subsequent
National Championship Game payment shall be the next unpaid National Championship
Game payment amount listed in paragraph 4.7. For another example, if the Fiesta Bowl
Game is not played in Maricopa County, Arizona in 2007, then 1) no payment shall be
made for the Fiesta Bowl Game in 2007; 2) the amount of the next Fiesta Bowl Game
payment shall be the amount that would have been paid in 2007 had the Fiesta Bowl
Game been played in 2007; and 3) the amount of each subsequent Fiesta Bowl Game
payment shall be the next unpaid Fiesta Bowl Game payment amount listed in paragraph
4.7. For purposes of this paragraph, the annual non-championship payment shall be
allocated 90 percent to the Fiesta Bowl Game and 10 percent to the Insight Bowl Game.
The one-time $500,000 payment is payable regardless of game cancellation. All other
provisions of this Agreement shall remain in effect.

8. SCVB TERMINATION. Should City terminate its contract for Convention &
Visitors Bureau services with the SCVB during the term of this Agreement and funds are
not appropriated by City to continue its contract with SCVB, SCVB may terminate this
Agreement. SCVB agrees to give thirty (30) days written notice to Fiesta Bowl regarding
its intent to terminate this Agreement should City terminate its contract for Convention &
Visitors Bureau services with SCVB.

9. THIRD PARTY BENEFICIARY. City is not a party to this Agreement, but is a
third party beneficiary to this Agreement. Any termination or modification of this
Agreement shall require City's formal prior written consent.




10. ENTIRE AGREEMENT. This Agreement constitutes the entire understanding of

the parties and supersedes all previous representations, written or oral, with respect to the
services specified herein. This Agreement may not be modified or amended except by a
written document, signed by authorized representatives of each party.

11. ARIZONA LAW. This Agreement shall be governed and interpreted according to
the laws of the State of Arizona.

12. ASSIGNMENT. Services covered by this Agreement shall not be assigned or sublet
in whole or in part without the prior written consent of the other party.

13. SUCCESSORS AND ASSIGNS. This Agreement shall extend to and be binding
upon both parties, its successors and assigns, including any individual, company,
partnership, or other entity with or into which either party shall merge, consalidate, or be
liquidated, or any person, corporation, partnership, or other entity to which either party
shall sell its assets.

14. ATTORNEY’S FEES. In the event either party (or City) brings any action for any
relief, declaratory or otherwise, arising out of this Agreement, or on account of any
breach or default hereof, the prevailing party (or City) shall be entitled to receive from
the other party reasonable attorney’s fees and reasonable costs and expenses, determined
by the court sitting without a jury, which shall be deemed to have accrued on the
commencement of such action and shall be cnforceable whether or not such action is
prosecuted to judgment. Should either party (or City) believe any breach or default has
occurred, it shall notify the other party (and City) in writing as to the nature of the
dispute. The parties will have a 30-day period, upon receipt of notice, to remedy the
breach or default. An independent mediator or arbitrator, as agreed upon by both parties
(and City), shall be used, prior to either party taking legal action, to settle any such
disputes.

15. INDEPENDENT CONTRACTOR. The relationship between SCVB and Fiesta
Bowl shall be that of independent contractors for purposes including tax law purposes
and engagement law purposes and not that of employer-employee, principal-agent,
partners, joint ventures, or otherwise.

16. NOTICES. All notices or demands required to be given pursuant to the terms of this
Agreement shall be given to the other party in writing, delivered by hand or registered or
certified mail, with a copy to City, at the addresses set forth below, or to such other
address as the parties may substitute by writien notice given in the manner prescribed in
this paragraph.



In the case of Fiesta Bowl:

Fiesta Events, Inc.

7135 East Camelback Road, Suite 290
Scottsdale, AZ 85251

With a copy to:

Snell & Wilmer LLp.

One Arizona Center

400 East Van Buren

Phoenix, AZ 85004-2202
Attention: Craig K. Williams, Esq.

In the case of Scottsdale Convention & Visitors Bureau:
Scottsdale Convention & Visitors Burean

Galleria Corporate Centre

4343 N. Scottsdale Rd., Suite 170

Scottsdale, AZ 85251

In the case of City:

Attention: Tourism Development Manager
City of Scottsdale

7447 E. Indian School Road, Suite 200
Scottsdale, AZ 85251

Notices shall be deemed received on date delivered if delivered by hand and on the
delivery date indicated on receipt if delivered by certified or registered mail.

17. CAPTIONS. The captions used in this Agreement are solely for the convenience of
the parties, do not constitute a part of this Agreement, and are not to be used to construe
or interpret this Agreement.

18. SEVERABILITY. If any term or provision of this Agreement shall be found to be
illegal or unenforceablc, then notwithstanding such illegality or unenforceability, this
Agreement shall remain in full force and effcct and such term or provision shall be
deemed to be deleted.

19. AUTHORITY. Each party hereby warrants and represents that it has full power and
authority to enter into and perform this Agreement, and that the person signing on behalf
of each has been properly authorized and empowered to enter into this Agreement. Each
party further acknowledges that it has read this Agreement, understands it, and agrees to
be bound by it.

20. PUBLICITY. Except as may be required by law or any governmental authority, or
to obtain any consents or approvals required by thts Agreement, the parties hereto shall
not, without the consent of the other party, make any public disclosure of the existence of
this Agreement, the parties hereto, the terms hereof or any other matter related hereto.



21. INTELLECTUAL PROPERTY. Each party hereby grants the other party a non-
exclusive license to use the trademarks, trade names and related intellectual property
rights related to the promotion requirement and obligations under this Agreement;
provided, however, prior to the use of any such trademarks, trade names, logos or
intellectual property rights, both parties shall mutually agree on the use of any and all
such property rights so as to maintain the integrity and goodwill of the parties to this
Agreement. Notwithstanding anything contained herein, neither party shall have any
ownership rights in the other party’s trademarks, trade names, logos or other intellectual

property rights.

[SIGNATURE PAGE FOLLOWS)
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IN WITNESS WHEREQF, SCVB and Fiesta Bowl have hereunto subscribed their names
as of the date first above stated.

SCOTTSDALE CONVENTION & VISITORS BUREAU, INC.

Subscribed and swom to before me this cﬁ& day of W, 2006 to certify
which witness my hand and seal of office.

.y

NOTARY PUBLIC

FIESTA EVENTS, INC.

John Junker, President & CEOQ

Subscribed and swom to before me this ﬁ day of W _, 2006 to certify

which witness my hand and seal of office.

Ao X 201,

NOTARY PUBLIC
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PRESENT:

ABSENT:

STAFF:

GUEST:

CITY OF SCOTTSDALE
TOURISM DEVELOPMENT COMMISSION
REGULAR MEETING

Tuesday, May 21, 2013

Witzeman Public Safety Building
8401 E. Indian School Road
Scottsdale, Arizona 85251

DRAFT MINUTES

Kathleen Glenn, Chairwoman
David Scholefield, Commissioner
Tom Enders, Commissioner
Robert McCreary, Commissioner
Ren Hirose, Commissioner

Ace Bailey, Commissioner
Carl Grupp, Commissioner

Steve Geiogamah
Kroy Ekblaw

Rob Millar

Lee Guillory
Cindy Eberhardt
Holli Shannon

Rachel Sacco, SCVB
Caroline Stoeckel, SCVB
Rachel Pearson, SCVB
Jason Meszaros, Charros
Kory Bonds, Charros

Paul Seivert, Charros
Lauren Smith, Charros
Jason Rose, Beat the Heat
Chris Giles, Beat the Heat
Perry Edinger, Beat the Heat

1. Call to Order/Roll Call

Attachment No, 7

Noting the presence of a quorum, Chairwoman Glenn called the regular meeting of the
Scottsdale Tourism Development Commission to order at 8:06 a.m.
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2. Approval of Minutes
_ & April 16, 2013 Meeting

COMMISSIONER SCHOLEFIELD MOVED TO APPROVE THE MINUTES OF THE
APRIL 16, 2013 TOURISM DEVELOPMENT COMMISSION MEETING.
COMMISSIONER HIROSE SECONDED. THE MOTION CARRIED BY A VOTE OF
FIVE (5) TO ZERO (0). COMMISSIONERS BAILEY AND GRUPP WERE ABSENT.

3. Staff Liaison's Report

a. Staff Bed Tax Collection Report
b. Bed Tax Proforma
c. Smith Travel Report

Mr. Geiogamah requested feedback from the Commission about how the information is
presented.

Chairwoman Glenn said the bed tax is invaluable information but need not be discussed
unless results are exceptional. Other Commissioners concurred.

Chairwoman Glenn said the Smith Travel Report is useful information but again
questioned whether discussion is needed at every meeting. Other Commissioners
agreed this is not necessary.

Ms. Rachel Sacco of the Scottsdale Convention and Visitors Bureau said they also
receive a different report. She is more interested in how their competition is faring.
Mr. Geoigamah agreed that this information would be more helpful.

Commissioner Hirose pointed out that the Smith Travel Report in the packet is typically
data that is about two months old; the next report is usually issued a couple of days
before the Commission meets. It would be helpful to receive the most current report.
Mr. Geiogamah undertook to circulate this to the Commission.

Commissioners agreed there should be a monthly discussion on the proforma.

Finance Director Ms. Lee Guillory reported that April bed tax collections activity was up
5% over the prior year. Year to date they are up about 1.8%.

Mr. Geiogamah reported no major changes to expenses. Currently $128,000 is
available for new events.

Commissioner Scholefield asked whether the $2.048 million for the Equestrian Center
will be carried over to FY2013/14. Ms. Guillory explained that this represents the total
funding to be expended over the current year and FY2013/14.

Commissioner Scholefield noted that the Commission has yet to discuss the hospitality
trolley. Chairwoman Glenn confirmed that staff will present an update on the trolley at
the next meeting.
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d. Program Updates

Mr. Geiogamah said the Tourism Development and Marketing Strategic Plan has been
approved by City Council. Staff is moving forward with forming a leadership group and
has already received several applications. Nine applicants are to be selected and their
names will be submitted to City Council in early July.

Strategic Programs Manager Mr. Rob Millar reported that this was the third year of the
Hospitality Trolley Program, a partnership with the SCVB, the City Transit Department,
the Economic Devetopment Department. Having determined that the opticns to proceed
are a little more complex than originally thought, staff is working with the Purchasing and
Transit Departments to develop more specific options.

With respect the Civic Center Mall Master Plan, Mr. Millar said this is now to be a

question in the November bond election. The question is worded such that some of the
funds could be used for planning the entire Mall.

4. Desert Discovery Center Phase lll Update

Mr. Kroy Ekblaw, Preserve Director told the Commission that no responses were
received to their RFQ. The Phase lIl Committee met to evaluate this situation and in
discussion the issue of location, which has long been a concern of the Preserve
Commission, was raised again. He distributed copies of a study of possible alternative
locations by the consultants who did the Gateway site analysis. The Committee
recommended that if the site is to be located in the Preserve there are opportunities for
synergy. If the DDC is to be located outside of the Preserve, two sites should be further
studied:

o The 80-acre site owned by the City at Bell and 94th Street
o The Pima and Dynamite site owned by the State Land Department, targeted for
acquisition for the Preserve

The site at Bell and 94th Street is not adjacent to the Preserve, although it is fairly close.
The advantage to this site is that the City aiready owns the land and it is close to
freeway interchanges.

Mr. Ekblaw said it would be possible to buy some of the land at Pima and Dynamite with
non Preserve tax dollars, which would avoid the conflict of locating the DDC on Preserve
land. This area is about four miles farther from the freeway interchange than the
Gateway site. A power corridor crosses a portion of this site although the Center would
be located away from it. Because of the size of this site it offers other partnering
opportunities and flexibility, which might be more appealing to potential partners.

Wildlife rehabilitation facilities might be interested in relocating to this site. The Wallace
Desert Gardens is looking for a new location. ASU, U of A and other institutions might
be interested in partnering and creating a research center.

The Committee recommends that these two sites and the Gateway site have the most
potential. They recommend that staff continue to look for partners and an operator.
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Unlike last year, the Committee did not put a time frame this year, since it is now really
up to the private sector to step forward. There is not much the City can do to incentivize
this. A local group is researching opportunities with research partners. Staff will stay in
touch with them and will be presenting these findings to the next meeting of the
McDowell Sonoran Preserve Commission on May 30. Following that staff plans a work
study session with City Council.

Chairwoman Glenn asked what non Preserve tax funds would be used to purchase the
land at Pima and Dynamite. Mr. Ekblaw said this has not yet been identified, although
there are several possibilities. The vast majority of this 190-acre parcel would be
acquired for the Preserve. He stressed that at this point they are considering the
concept only.

Commissioner Hirose inquired about the timeline for creating the DDC. Mr. Ekblaw said
nothing is scheduled. Public funding would probably be via a bond election. Since this
is not on the election for this November the earliest it could be voted upon would be
2014. Staff believes that once all the commitments are in place there would probably be
a three to five-year process before the facility was ready to open.

5. FY13/14 Scottsdale CVB Destination Marketing Guide

Ms. Sacco presented the SCVB budget for FY2013/14. She pointed out that although
they are looking at an increase of 5.6%, at $11.2 million the budget is still not as high as
it was in FY2007/08. At that time the budget was over $11.5 million with 47 FTEs. Staff
was reduced by 20% and marketing by 40% during the downturn. The program is
similar to the program in FY2007/08 with 43 FTEs. The Bureau no longer uses a full-
time advertising agency. She summarized that the Bureau has cut all possible costs and
is doing marketing and web design in house.

For next year's program they have obtained feedback from the SCVB Board and their
Sales and Marketing Advisory Council. The advice received is to build on their
strengths. Accordingly, 11% of the budget increase is alliocated to sales efforts. She
outlined the twelve new sales activities added for the coming year. The budget for
communications is increased by nearly 11%. This is a crucial area for the Bureau. They
are able to obtain $18 million in free editorial press worldwide. Ms. Sacco described
plans to prepare for the Super Bowl in February 2015.

The tourism budget has been decreased by approximately 3%. The emphasis will be on
training. The marketing has not been increased. However, any bed tax dollars the
Bureau receives will be dedicated to marketing. Because bed tax had been trending
downward, the Bureau has $165,000 less than they had projected in this year's budget,
meaning no carryover is projected.

Ms. Sacco expressed pride that the Bureau's performance measures in every category
remain flat. Even with the budget decreasing every year, performance measure have
always been increased. The SCVB will continue to look for the best opportunities to
promote Scottsdals.
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Chairwoman Glenn asked when the final accounting of bed tax dollars will happen.
Ms. Guillory said this is typically in August with any payment on September 1.

Chairwoman Glenn asked when the new HD television commercial will be ready.

Ms. Stoeckel said it will probably be ready in July and will air starting in October.

Ms. Sacco promised to screen it for the Commission ahead of its launch. This year
advertising will start in October rather than January. There will be a fall focus, a holiday
focus, an in season focus, a spring training focus, and a summer focus.

Commissioner Hirose enquired about any marketing efforts to Latin America. Ms. Sacco
said they work with the Office of Tourism and do some work in that area mainly through
the trade and travel media. However they cannot afford to buy media in the region.
Commissioner McCreary mentioned that southern Brazil represents an opportunity.

Ms. Sacco agreed. They have an active working relationship with the travel trade and
media.

Commissioner Scholefield mentioned meeting high-end travel agents at the Virtuoso
trade show. He shared that South American travelers are interested in visiting
Scottsdale, but lack of direct air access is the number one obstacle. They are competing
with Los Angeles and Dallas. As some travelers venture from Los Angeles to Las
Vegas, his company tries to persuade them to add Phoenix as a third destination.

Ms. Sacco replied that the Bureau has been very concerned about this question, The
China market is opening up, but again, lack of direct air access is proving a stumbling
block. A representative from Sky Harbor Airport will be speaking at the SCVB quarterly
meeting on June 12. She encouraged everyone to attend.

COMMISSIONER ENDERS MOVED TO RECOMMEND APPROVAL OF THE
SCOTTSDALE CVB DESTINATION MARKETING GUIDE AS PRESENTED.
COMMISSIONER MCCREARY SECONDED THE MOTION, WHICH CARRIED BY A
VOTE OF FIVE (5) TO ZERO {0). COMMISSIONERS BAILEY AND GRUPP WERE
ABSENT.

Mr. Geiogamah said staff will present the Destination Marketing Guide to City Council on
June 18.

6. FY 13/14 Destination Marketing SCVB Performance Measures

Mr. Geiogamah said City staff has worked with SCVB staff toward the development of
the FY2013/14 performance measurements. The measurements will be presented to
City Council for approval on June 18 as part of the contract with the City.

Commissioner Scholefield noted that compared to actual performance so far this year,
the goals for next year seem conservative. Ms. Sacco said they are not sure how many
leads will be generated from the shows they plan to attend. It has been six or seven
years since they approached the Financial & Insurance Conference Planners or the
planners of pharmacedtical conventions. She reminded the Commission that the
performance measures in the City contract must be met, so they strive to always set
achievable standards. Their internal goals are more of a stretch.
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COMMISSIONER SCHOLEFIELD MADE A MOTION TO APPROVE THE
DESTINATION MARKETING SCVB PERFORMANCE MEASURES AS PRESENTED.
SECONDED BY COMMISSIONER HIROSE, THE MOTION CARRIED BY A VOTE OF
FIVE (5) TO ZERO (0). COMMISSIONERS BAILEY AND GRUPP WERE ABSENT.

7. The Scottsdale Showdown Event — New Event Funding Proposal

Mr. Jason Meszaros of the Scottsdale Charros and Chair of the Scottsdale Showdown
presented the Scottsdale Showdown. This new event is designed to showcase
Scottsdale nationally with a rodeo at WestWorld. This will take place on October 19.
They have contracted with the Championship Bull Riding (CBR) organization to host a
two-hour nationally televised bull riding event in the new Equidome. Scottsdale
Showdown has given 26 30-second television ad spots to the SCVB which will air in
conjunction with event promotion on the Fox Sports network. He described the other
plans including a concert in the tent sponsored by KMLE Country and a tailgate party
showcasing Chevy trucks, as Chevrolet is also a sponsor.

Mr. Meszaros summarized that the event's name "Scottsdale Showdown" is what the
Charros can offer to the City. KMLE Country is giving all their billboards to the event for
a month leading up to it as well as six weeks of on-air promotion and radio spots. The
Scottsdale Showdown website will feature links so visitors can book hotel rooms through
the SCVB.

The Charros are committed to the long-term success and have already spent $90,000.
Their three-year plan is to grow the Showdown to a multi-day event. They are asking
the TDC for $75,000 in seed money. Mr. Geiogamah clarified that if approved, this
would be taken from the FY2013/14 budget. Staff estimates that approximately
$217,000 will be available for new event funding.

Commissioner Hirose asked how the October date was selected, since this is typically a
busy month for the hotels. Mr. Meszaros said the Charros focused on spring and fall.
They are busy with spring training in the sprning and needed to fit in with the CBR tour
schedule. In future years this might change.

Chairwoman Glenn commented that the timing and length of this event may not match
the criteria for using bed tax funds. They are asking for a substantial amount of the
available funding in the budget.

Commissioner Enders said that October is the shoulder season. He was concerned that
the event funding requires that the organization match the funds. This would mean that
the Charros would have to spend a total of $150,000 on marketing and advertizing.
Looking at the budget they had received it did not appear that this was in the budget.

Mr. Geiogamah said the value of the media sponsorships in television, radio and print
marksting totals about $200,000. The value of design, printing and multi-media
production is a further investment of $91,000.

Commissioner Enders said as long as the Charros match any funding the Commission
recommends, he feels this is a great event.
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Commissioner Scholefield asked for details of the Charros' cash outtay, noting that the
City contribution is supposed to be 50% of the cash expenditure. If the City gives
$75,000 they would expect the Charros to spend an equal amount for a total of $150,000
to be spent on marketing to target markets outside of Maricopa County.

Mr. Kory Bonds of the Charros outlined the billboard campaign. Mr. Geiogamah noted
that with the new event program there has been some flexibility with regard to local
marketing.

Chairwoman Glenn asked what would happen if an organization does not match the
City's contribution. Mr. Geiogamah said that City staff receives a post event report and
verifies what funds have been spent. Then the City funding is disbursed. Chairwoman
Glenn inquired whether if the Commission recommends approving this request, staff
would verify that the request fits within the guidelines before this is submitted to City
Council for approval. Mr. Geiogamah said staff requests marketing plans several
months in advance of the event.

COMMISSIONER MCCREARY MOVED TO APPROVE THE REQUEST FOR $75,000
FOR NEW EVENT MARKETING FOR THE CHARROS SCOTTSDALE SHOWDOWN
EVENT. COMMISSIONER HIROSE SECONDED. THE MOTION CARRIED BY A
VOTE OF FIVE (5) TO ZERO (0). COMMISSIONERS BAILEY AND GRUPP WERE
ABSENT.

8. Scottsdale Beat the Heat Event Proposal — New Event Funding Proposal

Mr. Jason Rose presented the Scottsdale Beat the Heat inaugural race, scheduled for
June 22, intended to encourage people to visit Scottsdale in the summer. The course at
WestWorld is designed to showcase much of what Scottsdale has to offer.

Commissioner Hirose asked about the registration thus far. Mr. Rose said 15% of the
700 registrants to date are from outside of Maricopa County, coming from ten different
states.

Commissioner Enders was impressed by the timing and marketing creativity. He said it
is concerning to commit $30,000 a month before the event. He asked about the
expenditure on marketing. Mr. Rose acknowledged that they will not spend a total of
$60,000 but said this offers exceptional value. Even after the event it will receive
substantial coverage and promotion for Scottsdale. He said the event promoters are
spending their own money and he does not understand the City policy.

Commissioner Enders said the Commission expects much more than $60,000 in value
to come from their investment. The only way the Commission can guarantee that the
money is spent to market and promote the program is to have the matching funds policy.
He asked Mr. Rose what the marketing budget is.

Mr. Rose replied they have spent $16,000 on marketing. He urged the Commission to
take into consideration the applicants and what they have done, and place some value
on the media coverage and publicity. Commissioner Enders said the media coverage
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does have value. If the organizers were to spend another $14,000 they have the
potential to receive $30,000 through the new event program for a total of $60,000 for
marketing. Mr. Rose said that would be unlikely. Commissioner Enders said in his
opinion the event does not meet the program requirements although he likes it.
Potentially the Commission might support it next year with an expanded marketing plan.
They have to maintain the integrity of the new event program.

Mr. Rose suggested if this is the Commission's position that it could recommend
matching the funds actually spent on marketing. In further discussion, Chairwoman
Glenn opined that the event does not have enough room nights to qualify for the tiered
event funding as it is not a spectator race primarily. Mr. Rose said the race will start at
the Equidome and finish at the polo field at WestWorld, where Scottsdale firefighters will
hose the runners to cool them off and everyone can enjoy the world's largest water slide.

Commissioner Enders pointed out that the first year of funding of a new event does not
have to be the first year of the event. They could request funding for next year and then
would have three years to ramp up room nights to qualify for the tiered event funding
program.

Mr. Rose said they have one opportunity to make a first impression. He said they
considered not requesting funding for this first year but because of their profound focus
on making a first impression they chose to put forward the request.

Several Commissioners noted that this is outside of the program guidelines, as the
minimum amount that can be matched is $30,000. Commissioner Enders said the
Commission recently spent a lot of time revising the guidelines so it is important to be
consistent. Making exceptions compromises the program. He supports the event and
looks forward to them requesting support next year.

Mr. Rose argued that this event is designed to bring people to Scottsdale at the worst
possible time of year.

Chairwoman Glenn invited a motion to approve the funding request, no motion was
made.

9. FY 13/14 Tiered Event Funding Program

Mr. Geiogamah presented the changes made by the event working group to the program
for FY2013/14.

COMMISSIONER ENDERS MADE A MOTION TO APPROVE THE REVISED TIERED
EVENT FUNDING PROGRAM AS PRESENTED. COMMISSIONER SCHOLEFIELD
SECONDED., ,

Chairwoman Glenn asked about the application process. Mr. Geiogamah said they tried
to streamline it. Staff tries to work with event producers as much as possible.

Commissioner Hirose recalled that at the last meeting of the Commission he had
recommended that they meet with all of the event plariners.
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Chairwoman Glenn asked how staff is finding potential new events. She asked if there
was money in the budget to hire someone to actively solicit applications for the funding.
Mr. Geiogamah said there would not be time to do that for this year. Ms. Sacco added
that the SCVB has been doing outreach with various sectors in the community and she
expects some applications from the arts and the spa community. Finding a way to
recruit new events to activate downtown and the TNEC is part of the tourism five-year
plan.

Commissioner Scholefield agreed that the Commission needs to do a better job of
getting this opportunity to the marketplace. He suggested making a commitment to do
the kind of outreach Commissioner Hirose suggested three to six months ahead of the
application process, rather than putting the onus on the SCVB to find applicants.

CHAIRWOMAN GLENN CALLED FOR THE VOTE. THE MOTION CARRIED BY A
VOTE OF FIVE (5) TO ZERO (0). COMMISSIONERS BAILEY AND GRUPP WERE
ABSENT.

10. Election of Vice-Chair

COMMISSIONER MCCREARY NOMINATED COMMISSIONER SCHOLEFIELD AS
VICE CHAIR. COMMISSIONER ENDERS SECONDED THE NOMINATION. BY A
VOTE OF FOUR (4) TO ZERO (0), THE NOMINATION CARRIED. COMMISSIONER
SCHOLEFIELD ABSTAINED AND COMMISSIONERS BAILEY AND GRUPP WERE
ABSENT.

1. Identification of Future Agenda Items

Chairwoman Glenn commended the SCVB for its efforts with regard to the Super Bowl
2015. Ms. Sacco explained that after a site inspection, ESPN has verbally selected
Scotisdale as the site for the ESPN broadcast during Super Bowl. ESPN will broadcast
from the Scottsdale Fashion Square site where the Days Inn used to be. The SCVB is
planning an extravaganza and continuing outreach efforts with other networks.

Chairwoman Glenn said staff will make a presentation on the hospitality trolley.
Mr. Geiogamah said the organizers of the P.F. Chang's Rock'n'Roll Marathon will be
back before the Commission.

Commissioner Enders inquired about a site tour of the Tony Nelssen Equestrian Center
and WestWorld. Mr. Geiogamah suggested perhaps meeting in the Equidome office
space.

Chairwoman Glenn asked if there are any updates about the Museum of the West.
Mr. Millar said they are about halfway into the six-month design process and currently
about one month behind schedule. The Museum organization is making progress in
fundraising. Staff will not ask Council to award the construction contract until the
organizers have secured their portion of the funds.
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Commissioner Scholefield inquired about proposals to secure the championship football
game. Ms. Sacco said the consortium is meeting tomormrow. In July they will be starting
work on the bid for the 2016 game. In 2017 the Valley will be hosting the semi-finals.
They could be awarded the 2016, 2018 or 2019 championship game, and will know in
the first quarter of 2014. The SCVB's experience with the Fiesta Bowl is invaluable as it
takes a leadership role in this initiative. Mr. Geiogamah undertook to add this as an
agenda item for the June 18 meeting.

12. Public Comment

No members of the public wished to address the Commission.

13. Ad|ournment

The meeting adjourned at 8:57 a.m.

Recorded and Transcribed by AVTronics Inc., d/b/a AVTranz Transcription and
Reporting Services



